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Master Bertram Birch. Master of the rod, the scowl, but not his 
temper. He got attention but petrified pupils. 

Have you a message for boys and girls? You can get their atten- 
tion and their favorable regard by wise use of your public relations 
films. Let MODERN explain how. 

Schools are unquestionably the ideal setting to reach young 
people in their most receptive mood. Your factual films gain added 
conviction when shown in class, because students tend to accept 
as fact what they are taught in school. Good business films are 
welcomed back by teachers year after year. (Procter & Gamble’s 
SCRUB GAME has been distributed by MODERN to schools for 
121% years ... has been viewed by 11,976,000 boys and girls.) 
MODERN can reach 53,000 schools with your films: elementary 
schools; junior, senior and vocational high schools; public and 
parochial schools; prep schools, girls’ schools, military academies 

wherever Youth is educated. 

After school hours, MODERN continues to insure your access to 
the attention of Young America. We’ll present your films on the 
programs of Hi-Y’s, 4-H Clubs, boys’ athletic clubs, F.F. A.’s, 
YMCA’s and YWCA’s, troops of Boy and Girl Scouts, in summer 
camps, at young folks fellowships in the nation’s churches — every- 

where Youth gathers socially. 

For mass national coverage of the Youth Market, we’ll have 
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your film booked as a short subject in most of the nation’s 17,800 
theaters .. . have it telecast on many of the 529 TV stations. In 


clubs and schools alone in 1957, MODERN arranged showings of 
our clients’ films to 43,683,277 boys and girls. Millions more 
viewed over TV and in theaters. If you have a film about a product, 
service or idea for young people, trust it to MODERN and young 
people will see it. 





MODERN provides the audience for your public relations films 





New York PL 8-2900 Detroit TE 2-4211 Pittsburgh GR 1-9118 
Los Angeles MA 9-2121 San Francisco YU 2-1712 
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ASK ANY 
CARAVEL CLIENT... 


Allied Stores Corporation 
American Bible Society 
American Can Company 
American Heart Association 
Associated Merchandising Corp 
Berkshire Knitting Mills 
Bethlehem Steel Company 
Godfrey L. Cabot, Inc. 
Calvert Distillers Company 
Cluett, Peabody & Co., Inc. 
General Fireproofing Co. 
J.C. Penney Co., Inc. 

Royal McBee Corporation 
Socony Mobil Oil Co., Inc. 
Towmotor Corporation 
Towle Manufacturing Co. 


. and many others 














PRODUCING BUSINESS FILMS FOR AMERICA’S LEADING ADVERTISERS FOR 37 YEARS [i 


The Shortest Distance Between 


2 Points Is a STRAIGHT LINE 


There are many ways to bring new sales ideas and product information to the person 
behind the counter. Some are round-about and ineffective, losing force and sales appeal 
at each step. But one sure way is film .. . straight line-direct and economical . . . a 
film that delivers the full force of the idea—that enthusiastically explains the product. 


This is the most effective tool a sales manager can have. 


Caravel has been making straight line films for over a quarter century—films created by 
expert craftsmen to the needs of individual clients in dozens of industries. We invite 
you to view one or more of these films—either in your office or ours—and find out for 
yourself how they were made to deliver the full force of management planning to the 


salesman and the customer. 


CARAVEL FILMS, INC. 





20 West End Ave. (6Oth St.) New York 23, N.Y. Cl 7-6110 
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Training is an act. It’s also a process or method. You can 
put on an act for some trainees. For others — most others 
= 7 
- you prepare a well-planned and helpful road map. From 3 r eit Bel. r q 
the trainee’s point of view, it’s inviting to learn how to 
. . = 
get ahead and go ahead and know where you're going; and FF ' Cc t ur cs) Ss 


know, too, how to get there by the best possible (well- 


marked) route. Map makers and training film producers 


by 
Audio... 


share a common responsibility. 





Among our clients: 


National Board of Fire 
Underwriters 


American Telephone & 
Telegraph Co. 























Babcock & Wilcox Co. 
Carborundum Company 


Cast Iron Pipe Research 
Association 


E. I. du Pont de Nemours 
& Company 


Ethyl Corporation 


National Cancer Institute 
Pennsylvania Railroad 
Sharp & Dohme 

E. R. Squibb & Sons 

The Texas Company 
Union Carbide & Carbon 


Corporation 
© Ford Motor Company U. S. Navy 
Toph. = General Motors Corp. Virginie-Carolina 
ie. ae = Bi. McGraw-Hill Book Co. Chemical Corp. 
ag = & , —_. 
: Merck & Co.., Inc. Western Electric Co. 
a. 7] ] | —and many, many others 
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Frank K. Speidell, President Herman Roessle, Vice President 


L. S. Bennetts H. E. Mandell 
Alexander Gansell Harold R. Lipman 
Sheldon Nemeyer 


P. J. Mooney, Secretary & Treasurer 


Producer-Directors: Earl Peirce 


Erwin Scharf 
Sales Manager: 


» Better Color 

>» Lower Cost Prints 

> Complete Color Control 

> Protects Original Footage 


of all solutions 


byron 


color-correct 
16mm Color Prints 


on EK positive stock 


Completely automatic recirculation and fil- 


tration system refines solutions and main 
tains constant temperature 
through an 
. . 
intermediate 
+ 
negative 


from 16mm 


a 


> 


color originals 


Constant quantitative chemical analyses of 
all solutions are made throughout the day 





For information and 
price list, write, phone or wire yr on Laboratory 


FEderal 3-4000 | 1226 Wisconsin Ave., N.W., Washington 7, D.C. 
CHerry 1-4161 | 1226 East Colonial Drive, Orlando, Florida 








THE LARGEST AND MOST COMPLETE WESTREX COMMERCIAL SOUND RECORDING SYSTEM IN THE COUNTRY 
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To you who have 


16mm sound films... 


whether for Telling, Selling or Instructing; 
whether now being shown; 


V or TV films, which you could be using but aren't. 


To get your full payoff-in-sales from What opportunities might you be 


your film investment, get the maxi- missing? 

mum ex posure-to-prospects. 

Let us show you ways and 
means to get PLUS USAGE 


for increased sales. 


TSI’s line of l6mm sound film pro- 
jectors is the most complete and 
versatile available to industry. Over 
our 15 vears, we've found that many 
firms don’t realize the scope of ex- 


mail suggestions to you—or to ar- 


posure possibilities that modern range an interview with one of our 


projector-types make possible. Audio-Visual Representatives. 


We'll welcome the opportunity to 


Yes—let us ce 5, iam aces mamma amanteateamaa aatamiaalammmmaaaeas 4 


Technical Service, Inc. 


| 
hear about it! | 
| 30865 Five Mile Road, Livonia, Mich. 
| 
| 


Send your story to 





ty Name 


r, 





Company 


Address 
K Enwood 3-8800 (Detroit) 


or phone Sales Dept., 





Teit - SELL - ENStTRUCT 











TERNATIONAL BUSINESS JOURNAL OF AUD & VISU 


COMMUNICATION FOR INDUSTRY - EDUCATION AND TELEVISION 
preview of contents 
National Visual Presentation Association Awards. . iia 
The 1958 International Advertising Film Awards. . . 
Screen Tribute to Stylists: American Look Previe \ a 
Color Comes to the World Series: Innovation. ere 
Collector’s Item: Urban Model Shown at Premiese oa 
Western Electric’s Engineers Look Ahead........ 33 
Film-Flight to Paradise: a New Pan-American Film. ... 34 
Bell System Presents: “Gateways to the Mind” 35 
IAVA Holds Eastern Fall Meeting at Princeton. 36 
To Recruit Youth for Physical Therapy: The Return. 38 
Gillette Sponsors Film Lift for Physical Fitness. . 39 
Illinois Central Shows Operating Rules Via Film. .. 40 
FILM TECHNIQUES For Business & EDUCATION 

Symposium of Talks at 84th SMPTE Convention. . . 4) 
Missile Logistics in a Space Age: USAF Film... 45 
Lockheed Films Its Products for War and Peace. . . 46 
Muzzling the Jet's Roar: Kopper’s Sound Control 48 
The U.S. Atom Theatres at Geneva: Detail Analysis 54 
Business Screen Executive: Staff Appointments . 58 
New Audio Visual Products and Accessories. . 62 


PLus: THE NATIONAL DIRECTORY OF VISUAL DEALERS 


Office of Publication: 7064 Sheridan Road, Chicago 26 


IN NEW YORK CITY 
Robert Seymour, Eastern Manager: 489 Fifth Ave. 
Riverside 9-O215 * MlUrray Hill 2-2492 


IN HOLLYWOOD 
Edmund Kerr, Western Manager, 104 So. Carondelet 





Telephone: DUnkirk 7-2281 
Issue Seven, Vclume Nineteen of Business Screen Magazine, published 
5, 1958. Issued 8 times annually si rvals 
tidan Road, Chicago 26, Illinois by Business Screen Ma 1gazine 
Phone BRiargate 4-8234. O. H. Coelin, Jr.. Editor and Publisher. 
in New York: Robert Seymour, Jr., 489 Fifth Avenue, T ph River 
side 9-0215 or tray Hill 2-2492. 


In Los euslen Edmund Kerr, 104 
. es ondelet, Telephone DUnkirk 7-2281. Subscription 2aI 
$5.00 two years (dcmestic); $4.00 and $7.00 foreigr Ent 
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lass matter May 2, 1946, at the post office at Chicago, Illinois, under 
Act of March 3, 1879. Ex contents copyrighted 1958 by Business 
Screen Magazines, Inc. Trademark registered U.S. Patent Office. Ad 
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ress advertising and subscription inquiries to the Chicago Office 
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@) CASE HISTORY OF A 
SUCCESSFUL BUSINESS FILM * 
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*“TONAH AND THE HIGHWAY” 


starring 


CRAIG STEVENS and LOLA ALBRIGHT 


(currently featured in Peter Gunn T.V. series) 





Written and Produced for UNITED STATES STEEL CORPORATION 


Merit Awards: 


HONOR MEDAL FREEDOMS FOUNDATION L957 
“CHRIS” AWARD COLUMBUS FILM FESTIVAL 1958 


2,456 THEATRICAL SHOWINGS AUDIENCE: 6.155.260 


(DURING A 10 MONTH PERIOD) 


Presently in nationwide distribution to non-theatrical audiences and over television. 


John Sutherland Productions, Incorporated 





LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
® Los Angeles 26, California OUnkirk 8-5121 New York 22, New York Plaza 5-1875 
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Versatility” 


In Color 
or Black and QWZity Film Processing 


MAGNETIC OR OPTICAL 
SOUND PRINTS by DU-ART 


. made from your magnetic striped material to 
bring you lower production and laboratory costs 
with superior sound quality. 


* Send For Technical Bulletin =6 





















(a subsidiary of Du Art Film Labs., Inc.) 


ART 
COLO R\LORP ORATION a 


245 West 55th St., New York 19, N. Y. « PLaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. * 2000 Northcliff Avenue, Montreal, Canada 
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Wilding Specializes in Communicating 
Ideas Through Visual Tools that Teach, 
Startle, Challenge, Persuade and Tell. 


Communtcations Lor Business 


... SOMETIMES TAKES US UNDERGROUND! 


In filming “White Wonder” for Morion Salt Company, Wilding crews 
worked a thousand feet below the surface of the earth. Two tons of 
lighting equipment were used for color photography in this first “big” 
picture ever made about salt. “White Wonder” tells of the little known 
uses of salt, of its many services to mankind, and of its vital role in 
CHICAGO America’s economy. In production five months, the crew visited Texas, 


Utah, Michigan and Illinois where Morton mines and farms salt. 


WILDING PICTURE PRODUCTIONS, INC. 
PITTSBURGH first in Communications! or B usiness 





TWIN CITIES 


LOS ANGELES 
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FOR PRODUCERS 

OF VISUAL SELLING 
IN MOTION PICTURES 
SLIDE FILMS 

TY COMMERCIALS 


ff hwsbere Wee. 


offers a complete production service 


animation 
slide films 
titles 
telops 

tip cards 


lettering 
layout 

maps 
backgrounds 
retouching 


color correction of 
packaged products 


a wide 
assortment 
of type for 

hot press tities 


type catalogue 
on request 


421 WEST 54TH STREET, NEW YORK 19,N Y 
PLaza 7-1525 








First Choice of Industry 
Business Screen Magazine 


National Visual Presentation Awards 


Motion Pictures, Slidefilms and Graphics Share Annual Honors 


_ pie PicTURES produced by 
Dynamic Films and Henry 
Strauss & Company won four and 
three awards, respectively, in the 
Sixth Annual Awards Competition 
of the National Visual Presentation 
Association. Awards were made 
at the luncheon meeting of the 
Sales Executives Club of New 
York October 7 in the Roosevelt 
Hotel in New York City. 

Awards were made this year in 
SIX separate categories: employee 
training, employee relations, public 
relations-educational, sales train- 
ing, sales promotion and point of 
sale; and in three classifications in 
category: motion pictures, 
slidefilms and graphics. 

You're It, a Dynamic produc- 
tion for the Girl Scouts of Amer- 
ica, came off with two awards, a 
first in the employee relations cat- 
egory and a second in the em- 
ployee training class. The company 
won two more second awards: for 
500 Mile Adventure (Socony-Mo- 
bil) in the employee relations class, 
and for The Magic Cup (National 
Coffee Association) among sales 
promotion films. 


each 


Strauss won two first awards: 


for Dial S for Service (Pan Amer- 
ican Airways) in employee train- 
ing, and for Four Steps to Sales 
(Bell System) in sales training, 
plus a second award in this same 
category for 9 Lives of a Salesman 
(Pan American Airways). 

Florez, Inc., was a dual award 
winner, coming off with both first 
and second awards in the graphic 
class of the sales promotion cate- 
gory for its work on Careers for 
Retailing and Building Grease Sales 
for B. P. Canada Ltd. and Sinclair 
Refining Co., respectively. 

By category, the N.V.P.A. award 
winners were: 

Employee Training 

Motion Pictures: First award, 
Dial S for Service, sponsored by 


Pan American World Airways, 
produced by Henry Strauss & 
Company, Inc. Second award, 


You're It, sponsored by Girl 
Scouts of America, produced by 
Dynamic Films, Inc. 

Sound Slidefilm: First award, 
Seven Doorways to Death, spon- 
sored by American Gas Associa- 
tion, produced by Animatic Pro- 
ductions. Second award, Care and 
Feeding of Machines, sponsored 





by Sun Oil Industrial Products, 
produced by Close and Patenaude. 

Graphics: First award, Eco- 
nomic Performance, sponsored and 
produced by E. I. du Pont de Ne- 
mours. Second award, Start-O- 
Scope, sponsored by Socony-Mobil 
Oil Co., produced by H. D. Rose 
& Co. 

Employee Relations 

Motion Pictures: First award, 
You're It, sponsored by Girl Scouts 
of America. Second award, 500 
Mile Adventure, sponsored by So- 
cony-Mobil Oil Co., both pro- 
duced by Dynamic Films. 

Sound Slidefilm: First award, 
Buyer for the Public, sponsored 
by W. T. Grant Co., produced by 
Seymour Zweibel Productions. 
Second award, Your Future with 
National Life, sponsored by Na- 
tional Life Insurance Co., pro- 
duced by H. D. Rose & Co. 

Graphics: First award, Dollars 
and Sense, sponsored and pro- 
duced by E. I. du Pont de Ne- 
mours. 

Public Relations-Educational 

Motion Pictures: First award, 
Lucky You, sponsored by Coca 
Cola Company, produced by The 
Jam Handy Organization. Second 
award, Energetically Yours, spon- 
sored by Standard Oil of New Jer- 
(CONCLUDED ON PAGE 11) 





It’s FREE.. 


.on request 
















... You are 


cordially 
to personally inspect our facilities. 


LOOK to the book... for every film requirement 


Reams of copy could not convey the full Calvin story 


to our clients and prospective customers! However, 


this four-color, 12-page brochure presents Pictorially 


the scope of our motion picture operation. We would 


like to send you a copy today for your reference 


library, so that you might become 


- 


invited 





AN ILLUSTRATED GUIDE TO 


production—producer services 


i and all film laboratory services 


better acquainted with our ability to serve you. 


~ THE CALVIN COMPANY © 


INCORPORATED | 
1105 Truman Road © Kansas City 6, Mo. | 
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You get better pictures with Du Pont film 
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“For high speed and wide latitude... 
you can’t beat ‘Superior’ 4” 





Joe Vadala (right) and Director Martin 


Hoade are shown in the entrance of the 


Sistine Chapel. 


says NBC's Joe Vada/a, camera- 


man for the TV series, “Rome Eternal’ 
Du Pont Superior 2 and Superios | 
Motion Picture Films were used in shooting 
“Rome Eternal.” presented on the NBC net- 
work in January. Co-produced by the Na- 
tional Council of Catholic Men and the 
National Broadcasting Company. the fou 
half-hour films of “Rome Eternal” were 
shot on location in Rome by Mr. Vadala. 
under the direction of Martin Hoade. 


An historical travelogue of the artistic. 
religious and cultural heritage of the city. 
“Rome Eternal” was largely filmed inside 
buildings like St. Peter’s Basilica. the Sis- 
tine Chapel. the Pantheon. In most cases, 
the light level was low. especially in the 
catacombs under St. Peter’s. 


“Without the combined speed and lati- 
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Better Things for Better Living .. . through Chemistry 
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tude of Du Pont film.” says Mr. Vadala. 
“my job would have been a lot harder. As 
it was. | could count on the consistent 
quality of the film and I could be sure of 
getting what | saw in the finder 
any conditions.” 


unde 


In many sequences, such as the pageantry 
of important retakes 
would have been impossible. “When it was 
concludes Mr. Vadala. “l 
was glad that my camera was loaded with 
Du Pont film.’ 


For features 


religious festivals, 


‘now or never. — 


newsreels, commerctals—any 
shooting that demands a really fine film 

there's an ideal Du Pont Motion Picture Film 
for the job. For more information, call the 
nearest Du Pont Sales Office Or write Du 
Pont. Photo Products Department, 2432-A 
Nemours Building. Wilmington 98, Delawars 
In Canada: Du Pont Company of Canada 
(1956) Limited. Toronto. 





As every Pro knows, CECo carries just about 
every quality product under the photographic sun. 


But you need more than cameras, tripods, 
dollies and recorders—you need more than 
lenses, viewers, blimps, generators and lights. 


You need answers to important questions— 
how to successfully translate scripts into film. 
No one man knows all the answers. 

That’s why Ceco employs a staff of experts 

in every category of film-making—cameras, 
recording, lighting and editing. Collectively 
we have all the answers to help make you an 
outstanding producer, director or cameraman. 


You owe it to your career to use CECO service 
for Sales, Rentals, Repairs . . . and advice. 


CECO Smali Gyro Tripod 


Features “controlled 
action” with slow and 
fast speeds for both 
panning and tilting. 
Weighs only 19 Ibs. 
Ideal for 16mm 
Maurer, Mitchell, 
16MM Protessional Film Viewer— B & H Eyemo and 
Makes film editing a breeze. Easy threading, portable, will not similiar cameras. 
scratch film. Enables editor to view film from left to right on $650.00 

large 6” x 442” brilliantly illuminated screen. Sound Reader and/or 
Counter can be easily attached. Available in 35mm model. 

16mm PROFESSIONAL FILM Viewer $350.00. 35mm Model $500.00 





Auricon Cine — Voice Conversion 


ah , x : R-15 FILMLINE Developer 
Cine—Voice Camera modified to 


accept 1200-ft, 600-ft, and 400-ft. Develops reversal and negative-positive film 
magazines; has torque motor for at 1200 ft. per hour. Has variable speed 
take-up. Also includes Veeder drive. Permits complete daylight operation. 
footage counter and 3-lens turret. Exclusive overdrive eliminates film breakage. 
Conversion only—$450.00 less mag- $2,995.00 
azine. 





TEWE Directors View Finder Model C 


For academy aperture, wide screen, cin- 
GROVER Grip emascope, aiaeuien and 1O TV cameras. 
Holds a light wherever space is Zoom type with chain & leather case 
tight. No springs, no slip. Has 8” $100.00. 
spread. Both ends padded against 
marring. Weighs less than 2 Ibs. $6.85 


ADDITIONAL PRODUCTS 
SALES ®* SERVICE P* RENTALS 


Camera Equipment Company offers the world's 
largest and most comprehensive line of pro- 
FRANK C. ZUCKER fessional cameras, accessories, lighting and 


editing equipment. The quality product isn't 

( ¥ AITIERA CQuipment O., IMC. made that we don't carry. See our Splicers, 
— exposure meters — projectors — screens — 

’ marking pencils and pens — editors gloves — 


Dept. “S” 315 West 43rd Street, New York 36, N. Y. Seay Serene, cuete, Laren, Gnd SEE a 


stop watches. 








Visual Presentation Awards: 
(CONTINUED FROM PAGE 8) 
sey, produced by Transfilm Incor- 
porated. 

Slidefilm: First award, Modern 
Art; second award, The Epic of 
Man—Egypt Eras of Splendor, 
both sponsored by Life Filmstrips 
and produced by Pictocraft, Inc. 

Graphics: First award, What 
Every Woman Should Know About 
Her Car, sponsored and produced 
by E. I. du Pont de Nemours. Sec- 
ond award, Goz (The Eye), spon- 
sored by Abbott Laboratories, 
produced by Milprint, Inc. 

Sales Training 

Motion Pictures: First award, 
Four Steps to Sales, sponsored by 
Bell Telephone System. Second 
award, 9 Lives of a Salesman, 
sponsored by Pan American World 
Airways, both produced by Henry 
Strauss & Company. 

Slidefilm: First award, Follow 
That Man, sponsored by John A. 
Williamson Co., produced by Da- 
vid Piel. Second award, Building 
Blocks of Value, sponsored by 
James Lee & Son, produced by 
Depicto Films, Inc. 

Graphics: First award, Careers 
for Retailing, sponsored by B. P. 
Canada, Ltd. Second award, Build- 
ing Grease Sales, sponsored by 
Sinclair Refining Co., both pro- 
duced by Florez, Inc. 

Sales Promotion 

Motion Pictures: First award, 
Rip-Roaring Day at Ripple Rock, 
sponsored and produced by Time, 
Inc. Second award, The Magic 
Cup, sponsored by National Coffee 
Association, produced by Dynamic 
Films. 

Slidefilm: First award, The Tel- 
ephone Hour, sponsored by N. W. 
Ayer Co., produced by Color 
Illustrations, Inc. Second award, 
Ferguson Faces Facts, sponsored 
by Sylvania Electric Products, pro- 
duced by Pritchard Associates. 

Graphics: First award, Seven- 
teen Sales Presentations, sponsored 
and produced by Graphic Arts 
Center. Second award, Dan River 
Sales Presentation, sponsored and 
produced by Advertising Associ- 
ates and Lloyd. 

Point of Sale 

Slidefilms: First award, All 
Roads Lead to Steevy’s, sponsored 
by Minnesota Mining & Manufac- 
turing Co., produced by Dallas 
Jones Productions. Second award, 
Salesmate, sponsored by Chas. 
Beseler Co., produced by Selling 
Films, Inc. 

Graphics: First award, Socony- 
Mobil Window Display, sponsored 
by Socony-Mobil Oil Co. bd 
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PRINTERS OF 16mm 
Kodachrome duplications... 


USIVELY 





The Specialist’s “Standard of Quality” is always highest. That’s why Color 
Reproduction Company has earned a reputation for guaranteed quality) 
which is the Standard of the 16mm Motion Picture Industry. The technical 
know-how and production skills mastered by Color Reproduction Company 
in over 19 years of specializing exclusively in 16mm Color Printing is your 
assurance of Finest Quality Prints! Send your next 16mm print order to 


Color Reproduction Company! 


RAP RODUCTION COMPANY 


7936 Santa Monica Blvd., Hollywood 46, California 


Telephone: Oldfield 4-8010 





19 - 19658 





















































HOW 
DO YOU GET 
SALESMEN 
TO SELL MORE 
EFFECTIVELY? 


Through a carefully formulated 
sales & product training pro- 
gram that teaches and inspires 
men to intelligently sell your 
product. 


Fred Niles Productions spe- 
cializes in visual communica- 
tions. Sales & product training 
programs are customized to fit 
your needs and your budget 


For further information, 
write or call 
FRED A. 
NILES 
PRODUCTIONS, 
INC. 





1058 W. Washington Bivd. 
Chicago 7, Illinois 
SEeley 8-4181 





Berlitz Language Courses on Film 


B' RLITZ LANGUAGE COURSES 

will be filmed and made avail- 
able to schools, industry and gov- 
ernment, according to a 15-year 
agreement recently completed be- 
tween Berlitz Publications, Inc., 
and the Pathescope Company of 
America. 

Under the agreement, Pathe- 
scope will produce 35mm color 
filmstrips of the various language 
courses offered by the Berlitz or- 
ganization. Forty lessons will be 
filmed on each subject, and six- to 
eight-minute records will accom- 
pany each filmstrip. Leading edu- 
cators will work closely with 
Pathescope during production to 
ensure the suitability of the courses 
to the school curricula. 

he first language course to be 
produced in the series will be in 
French, to be followed by Spanish, 
Italian, German and Russian. A 
Pathescope production crew, head- 
ed by Frederick Carrier as pro- 
ducer-director, is now in France to 
film the French series. Thereafter, 
each language subject will be 
filmed on locale in the particular 
country where the language is na- 
tive 

Presidents Robert Strumpen- 
Darrie, of Berlitz, and Edward J. 
Lamm, of Pathescope, envision 
the long-term educational project 
as a substantial contribution to the 
language training needs of the 
present and future. They chose the 
combination of filmstrip and rec- 
ord as offering the most effective 
aid to the teachers of language 
courses in schools today. 

Language study, once regarded 
as a mere cultural accomplish- 


ment, is now looked upon by busi- 
nessmen and educators as a neces- 
sity of everyday life in a world 
made increasingly smaller by fast, 
modern transportation and com- 
munications. Not only are students 
in schools learning foreign lan- 
guages. So are thousands of per- 
sonnel in the Army and Navy; 
State Department and Technical 
Assistance employees and other 
government workers bound for 
foreign assignments; young busi- 
nessmen and women seeking to 
broaden their opportunities; the 
staffs of banks, oil companies, in- 
surance corporations, export and 
import houses, steamship and air- 
line companies. 

Upon completion of each lan- 
guage course, Pathescope will 
make it available on a sales basis 
to public schools, colleges, indus- 
try and government. The first se- 
ries of the French language will be 
ready by January 15, 1959. & 


* * * 


Dollar Volume of Canada’s Film 
Production Up 20% in 1957 

Dollar volume of Canadian film 
production during 1957 increased 
20% over the preceding year, 
while laboratory dollar volume in- 
creased 42% in the same period, 
the Dominion Bureau of Statistics, 
Ottawa, reports in its 1957 Survey 
of Canadian Film Production. Fig- 
ures from 56 producers were in- 
cluded. 

Canadian motion picture com- 
panies produced 924 motion pic- 
tures during the year, while film 
laboratories turned out 76 million 
feet of prints, the report reveals. & 


Below: Frederick Carrier and president Edward J. Lamm of Pathescope 
review storyboards for new language films with Berlitz president Robert 
Strumpen-Darrie and vice-pres. Charles Berlitz. 

















La Helle... 
leader in AVT 





Whatever your story, it will come 
to life through the impact of a full 
color and synchronized slide-sound 
presentation on the LaBelle Maes- 
tro Il AVT . Why? Because 
with LaBelle you have built-in ca- 
pacity—up to /50 slides for up to 
1% hours of continuous, automatic 
projection. You can use more 
slides to build up to the punch of 
any given point . keeps your 
story moving, alive, interesting. 
This can’t be done with limited 
capacity automatics. Every set of 
slides is safely, compactly stored 
in inexpensive LaBelle magazines 
. always in proper sequence, 
ready to show. 
You are the master of your story. 
A silent signal you place on the 
dual-track tape commands slide 
change, when you want it. Slide 
change is instantaneous... a 
movie-type shutter eliminates 
streaking, glare, or blanks. The 
optical system is the best . . 
brilliant, clear, exciting. 


Should your story change and re- 
quire new narration or additional 
slides, the dual-track tape record- 
ing system can be spliced or erased 
and re-recorded on either track. 
Presentations can be customized 
to fit a particular situation . . . se- 
quences can be rearranged, slide 
cycles lengthened or shortened, 
drama built in by combining a 
series of action slides with appro- 
priate sound effects—truly action- 
ized projection. 


Get all this, and so much more, 
with the LaBelle Maestro Il AVT 
... a totally new concept in audio- 
visual projection and at an 
unbelievably low cost. Write for 
the complete story and a demon- 
stration—TODAY. 
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CEI C processing develops film without directional effects 


rR 


This is a close-up of black-and-white 


film being spray developed at CFI. 
This processing method 


eliminates directional effects. 


Chief Engineer Ed Reichard, 

with CFI Hollywood for 25 years, 
shows a spray machine in operation. 
Both the Hollywood and New York 
laboratories of CFI are 

equipped with these machines. 
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CONSOLIDATED FILM INDUSTRIES 
959 Seward Street, Hollywood 38, California 
HOllywood 9-1441 

521 West 57th Street, New York 19, New York 
Circle 6-0210 








ADVERTISING FILM AWARDS 
Honor Theatre and TV Pictures 


Major Focus on European Theatre Screen Playlets 


w= Most oF the entries in 
the form of theatre-screen 
playlets, European producers dom- 
inated the awards at the Sth Inter- 
national Advertising Film Festival, 
held September 20-26 in .Venice, 
Italy. 

Entries from the United States, 
however, came off well in the tele- 
vision commercials categories, be- 
ing awarded a first prize and three 
honorable mentions in the class of 
tv commercials from 31 to 60 sec- 
onds long, and a first prize for tv 
commercials from 61 to 150 sec- 
onds long. 


Cascade, Transfilm Winners 

Calo-Tiger, produced by Cas- 
cade Pictures of California, Holly- 
wood, was the first-prize winner 
among tv commercials 31 to 60 
seconds. Honorable mentions in 
this category went to commercials 
produced for Fitzgerald Advertis- 
ing Agency, Hollywood, and for 
the Hollywood and Chicago offices 
of Gardner Advertising Co. 

The Chemstrand Nylon Com- 
mercial, produced for Doyle Dane 
Bernbach, New York City, won 
the top award in the 61 to 150 
seconds category of tv commer- 
cials; Transfilm, Inc., produced. 

Festival Grand Prize went to 
an Italian cartoon short, Jn Tutto 
Il Mundo, produced by Ferry 
Mayer S.p.A., Milan. The Paul 
Bianchi Memorial Prize, awarded 
for the best musical adaptation, 
was won by Kleber Electronics, a 
film entry in the category of an- 
imated models and special effects. 
Producer was Leo Lax Films, 
Paris. 

The Coupe de Venise award, 
offered by the County of Venice 
and awarded to the producer with 
the highest average of marks for 
a minimum of six film entries, went 
to Film Producers Guild Ltd., 
London. 

Harry W. McMahon, of the Leo 
Burnett Co., Chicago advertising 
agency, was a member of the jury 
judging this year’s film entries. 

Awards in 12 Categories 

Winners of awards in individual 
film categories were: 

1. LIVE ACTION 

metres ) 

First Prize: Teuf-Teuf, (Cin- 
ema et Publicite, Paris.) Sec- 
ond Prize: Duralex, (La 
Comete, Paris Neuilly). Hon- 


(13 to 27 


NUMBER 


a 
i . 





VOLUME 


4. 
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19 


. LIVE ACTION 


orable Mention: Attraction, 
(Films Pierre Remont, Paris); 
Monsavon I, Plus Blanc, (Cin- 
eastes Associes, Paris); Choice 
Stars, (Pearl & Dean Ltd., 
London). 


(28 to 55 
metres ) 

First Prize: Fram - Frisch, 
(Kruse Film, Berlin). Second 
Prize: Tempo, (Gutenberghus 
Reklame Film, Copenhagen). 


Honorable Mention: Long, 
Step, (A/S Nordisk Film 
Junior, Copenhagen); Cal- 


ypso-Nescafe, (Deutsche Com- 
mercial Filmwerbuugg, Dus- 
seldorf); At Any Time, Pearl 
& Dean Ltd., London. 


. LIVE ACTION (56 to 110 


metres ) 

First Prize: Economia e Salute 
in Cassaforte, (Ferry Mayer 
S.p.A., Milano). Second 
Prize: 1. Miraggi, (Opus 
S.p.A., Milano). Honorable 
Mention: Scharlachberg Meis- 
terbrand, (Krusefilm, Berlin) ; 
In Casa Rossi e in Casa Bi- 
anchi, (3 P Films S.R.L.., 
Milano); Prends Ton Temps, 
(Central Film S.A., Zurich). 


CARTOON (13 to 27 metres) 
First Prize: Ma Joie, (La 
Comete, Paris Neuilly). Sec- 
ond Prize: Le Parisien Libere 
“Boum,” (Spart, Paris). Hon- 
orable Mention: Dunlopillo, 
(Cineastes Associes, Paris). 


. CARTOON (28 to 55 metres) 


First Prize: Man’s Head, 
(World Wide Animation Ltd., 
London). Second Prize: Won- 
derful for Woollies, (Les Films 
Pierre Remont, Paris). Hon- 
orable Mention: Cheers, ( Pearl 
& Dean Ltd., London); No Ha 
Pasado Nada, (Movierecord 
S.A., Madrid — Estudios 
Moro). 


. CARTOON (56 to 110 


metres ) 

First Prize: Want to Make 
Your Fortune? (Larkins Stu- 
dio in association with Film 
Producers Guild, London). 
Second Prize: Stock Dal 1884, 
(Gamma Films S.A.S., Mi- 
lano). Honorable Mention: 
Dream Sound, (Larkins Studio- 
Film Producers Guild, Lon- 
don). 


* 1958 





7. PUPPETS AND MARION- 
ETTES (13 to 110 metres) 
First Prize: Bic, (Cineastes 
Associes, Paris). Second Prize: 
Warm Friends, (Joop Gee- 
sinks Dollywood, Amster- 
dam). Honorable Mention: 
Medecin, (La Comete, Paris 
Neuilly). 








8. ANIMATED MODELS AND 

SPECIAL EFFECTS (13 to 
110 metres) 
First Prize: Noi e L’Uomo, 
(Sipra S.p.A., Torino). Sec- 
ond Prize: La Nouvelle Ber- 
nina Record, (Central Film, 
Zurich). Honorable Mention: 
Pectus Pastilles, (Fennada 
Filmi Junior, Helsinki); 
L’Heure de Baranne, (Les 
Films Pierre Remont, Paris); 
Votre Second ‘Moi’, (Central 
Films, Zurich); Carnevale in 
Cucina, (Sipra S.p.A., Tor- 
ino). 


9A. SERIES LIVE ACTION (13 
to 110 metres per film) 
First Prize: Jupon, Deshabille, 
Bebe (Les Films Pierre Re- 
mont, Paris). Second Prize: 
Invitation to the Dance, Night 
Flight. Overture to Romance 
(Screenspace, London). Hon- 
orable Mention: Beer No. 2, 
Beer No. 3 (A/S Nordisk 
Film, Copenhagen) ; En Scene. 
En Voiture, Ou Sont Elles? 
(Cinema et Publicite, Paris). 





9B. SERIES ANIMATION (13 to 
110 metres per film) 
First Prize: Tempo Il, Tempo 
IV, Tempo V (Fischerkoesen 
Filmproduktion, Bad Godes- 
berg Mehlem). Second Prize: 
Shell ‘Javelot’, Shell ‘Ressort’, 
Shell ‘Zebre’ (La Comete, 
Paris Neuilly). 


10. TELEVISION COMMER- 
CIALS (15 to 30 seconds) 
First Prize: Gillette Water 
Drop, (Impact Telefilms Ltd., 
England) .Second Prize: Guin- 
ness Clock No. 2, (Cineastes 
Associes, Paris). Honorable 
Mention: Guinness Telephone 
(No. 1), Cineastes Associes, 
Paris); Everybody is Drinking 
Martini, (Anglo-Scottish Pic- 
tures Ltd., London); Cartoon 
Sketch, (Pearl & Dean Ltd). 


11. TELEVISION COMMER- 
CIALS (31 to 60 seconds ) 
First Prize: Calo-Tiger, (Cas- 
cade Pictures of California, 
Inc., Hollywood). Second 
Prize: Oh, I Say, (T.V. Ad- 
vertising Ltd., London). Hon- 
orable Mention: Grand Hotel, 
(Screenspace Ltd., London); 
Snowski-Waterski, (Fitzgerald 
Advertising Agency, Inc., Hol- 
lywood); Duncan Hines Blue- 
berry Pancakes, (Gardner Ad- 
vertising Co., Chicago); Dog 
Doing Own Shopping, (Gard- 
ner Advertising Co., Holly- 
wood). 


12. TELEVISION COMMER- 
CIALS (61 to 150 seconds} 
First Prize: Chemstrand Ny- 
lon Commercial, (Doyle Dane 
Bernbach, Inc., New York). 
Second Prize: Extra Sahnig, 
(Marken Film GMBH, Ham- 
burg). Honorable Mention: 
Countess Washing Machine, 
(T.V. Advertising Ltd., Lon- 
don); La Malle, (Tivucine 
Film S.R.L., Milano). 


532 TV Stations Serve 42 Million Homes in U.S. 


More American homes have 
television sets than telephones—or 
bathtubs. According to the latest 
edition of TELEVISION FAcT-Book, 
42,400,000 U.S. homes — about 
84% —have one or more tv sets. 
About 39,000,000 homes have 
telephone service, 41,500,000 have 
bathtubs. 

The publication reports that of 
the 58,508,000 tv receivers sold 
in the 12-year life of the industry, 
47,549,000 are still in use, includ- 
ing multiple sets in homes and sets 


in restaurants, bars, clubs and 
schools. However, radios far ex- 
ceed tv sets—there are 161,000,- 
000 in use, including 111,000,000 
in homes, 40,000,000 in autos, 
and 10,000,000 in public places. 
According to the Factbook, there 
are 1,164 tv stations throughout 
the world, and about 73,000,000 
tv sets in use. This is an increase 
of 264 stations and more than 
9,400,000 sets since the middle of 
1957. The United States has 532 
tv stations; rest of world, 600. 
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Of Sears and the Film 
vy For the first time, an exclusive 
BUSINESS SCREEN article next 
month tells the inside story of 


films at Sears Roebuck & Co 
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Award-Winning Film Advises Adult Volunteers on— 


Improving PR for Girl Scouts 


“You're It” Shows Good-Will Is Everybody's Job 


Sponsor: Girl Scouts of the U.S.A. 


TITLE: You're It, 15 min., b/w, 
produced by Dynamic Films, 
Inc. 


To an organization dependent 
on public support for its volunteer 
activities, good public relations are 
vitally important. Yet, so often, 
“public relations” are not practiced 
in the plural sense—as something 
that everyone must work at—but 
are relegated only to a singular 
activity; public relations “is” just 
something that a committee takes 
care of, handing out press re- 
leases and that sort of thing. 

Taking this subject to hand with 
a new, humorous and effective ap- 
proach, the Girl Scouts of the 
U.S.A. is now using a film, You're 
/t, which seeks to show its 727,000 
adult volunteer workers that each 
of them plays an important part 
in creating a good public opinion 
about Girl Scouting. 

Orson Bean in Lead Role 


Orson Bean, a skilled and gentle 
comedian, takes the leading role of 


the film, and shows in flashback 
how some typical citizens might 
have become disenchanted with 
Girl Scouting. “Just a bunch of 
do-gooders” is the comment as a 
gaggle of girls lead a nice old lady 
across the street—poor old lady, 
she didn’t want to cross the street! 
Another man isn’t interested in do- 
ing any more for the Girl Scouts 
because he’s already bought his 
cookies. 
Film Invites Discussion 

But the flashbacks are repeated 
later in the film, and the Girl 
Scouters are now doing it the right 
way, with more than just good in- 
tentions. However, the ending is 
not the conventional resolution of 
all problems. The film ends with 
a question designed to move the 
audience to discussion and action 
about their own public relations. 

You're It opened to wide ac- 
laim as a double winner in the An- 
nual Awards contest of the Na- 
tional Visual Presentation Asso- 
ciation: first place in the Employee 





Orson Bean gently “leads” in the 
Girl Scouts’ current picture. 


Relations category, and second 
place in Employee Training. 
Restricted to GSA Groups 
The film is not designed for 
public showing, and is restricted to 
the Girl Scout adult family. It is 
part of the outstanding Audio 
Visual Aids Service of the Girl 
Scouts, under Carol Hale, director. 
The film was directed by Lee 
Bobker for Dynamic from a script 
by Rose L. Schiller. ba 
& a * 
Ep. Note: Dynamic Films and its 
president, Nat Zucker, observe 
this company’s 10th anniversary 
in the production field this month. 
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50mm; f/1-8 T.2 


|. 8 lenses with 3 types of construction. 


2. Specifically designed for the requirements of 16mm 
Motion Picture Professional Photography. 


3. Calibrated in F stops and T stops. 


4. Available as unmounted lenses for use with Mitchell 


(7) 16mm motion picture camera and in Taylor-Hobson 
7) designed mounts for 16mm Arriflex camera. Focusing 


(4) 


“C" mounts will be available in the near future. 


(4) 5. Superb color correction. 


(4) 6. 


All focal lengths designed to take fullest advantages 


of Lanthanum and rare earth glasses. 


TAYLOR TAYLOR & HOBSON LTD. 


LEICESTER, ENGLAND 
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Sole Agent for United States and Canada 


ALBION OPTICAL COMPANY 


Telephone: HO 2-087! 
1410 N. VAN NESS AVENUE HOLLYWOOD 28 
CALIFORNIA 
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Mitchell Professional 
Accessories extend l6mm 
and 35mm camera use 


No other camera today films with trouble-free pro- 


fessional perfection such a wide range of require- 


ments. A Mitchell, equipped with specially designed 


professional Mitchell accessories, has virtually 


unlimited ability and versatility of use. 


FOLLOW FOCUS ATTACHMENT 


MATTE BOX AND SUNSHADE LENSES AND LENS MOUNTS 


ay %& 


2 SPEED GEAR HEAD VIEW FINDERS 


W rite today on your letterhead 
for information on Mitchell 16mm 
or 35mm cameras and 


accessories, 


FRICTION TILTHEAD AND TRIPOD 


*85% of Professional Motion Pictures 
Shown Throughout The World Are Filmed with Mitchell Cameras 
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HIGH SPEED AND 
VARIABLE SPEED MOTORS 
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CORPORATION 


666 WEST HARVARD STREET 
GLENDALE 4,CALIFORNIA 


Cable Address: ‘‘MITCAMCO”’ 
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a decade in the production of the exceptional and unusual 


in motion pictures 


today . NC. begins its eleventh year of op- 
eration with the acquisition of one of the truly great public en- 


tertainment programs ——" 


within the framework of this program, Dynamic intends ‘to 
explore areas of American life in the mid-twentieth century 


with the cooperation of the American industrial community 


The philosophy that motivates and guides Dynamic Films, Inc 


is best stated in the following statement from its president 


‘A company grows only by the talents it affracts. And these 
talents are attracted by vision and planning. If man has had 
the depth of insight to traverse space we can be no less in- 
sistent in breaking away from the old methods and old ideas 
in reaching the hearts and minds of men. The next ten years 
will see in the film industry changes as radical as those which 
produced atomic energy. If we are successful we will be able 
fo communicate more effectively to men everywhere through 
the understanding and use of the new visual media; but we 
must be ready and willing to think our way into new concepts 
This is more than a challenge to our creative spirits, it is a 


necessity for our way of life.”’ 


NATHAN ZUCKER 


OFFICES 405 PARK AVENUE 


STUDIOS: 112 WEST 89TH STREET 














COLUMBUS FILM AWARDS 


Best Films in 1959 Judging 
Will Win Chris Statuettes 

A special “best of its class” 
award, the Chris Statuette, will be 
presented to the motion pictures 
judged to be the most outstanding 
in their individual categories at the 
7th Annual Columbus (Ohio) 
Film Festival, sponsored by the 
Film Council of Greater Columbus 
in cooperation with the Columbus 
Area Chamber of Commerce. 

Formal dates for the Festival are 
April 29 and 30, 1959, and head- 
quarters will be the Fort Hayes 
Hotel, Columbus. 


Addition of the Chris Statuettes 


to the list of awards, the Columbus 
Film Council expects, will encour- 
age more entries and increase in- 
terest in the Festival. The Statu- 
ette awards will be in addition to 
the Chris Certificate Awards which 
have been given to films judged to 
be outstanding in the various cate- 
gories for the past three years. 


Modeled From a Landmark 

An original interpretation in 
bronze of the statue of Christopher 
Columbus, a gift to the city of 
Columbus from the people of 
Genoa, Italy in 1955, the statuette 
is the work of Robert Rohm of the 
Columbus Art School. Standing 6 
inches high and mounted on a rec- 
tangular mahogany block 2 inches 
thick, each statuette will bear a 
bronze plate with the name of the 
film winner. 

One statuette will be awarded in 
each category, and will be known 
as “Judge’s Choice.” It will be 
given to the film the judges vote 
best from the standpoint of photog- 
raphy, story value, and technical 
aspects of production. 

To facilitate judging of entries 
in the 1959 competition, films were 
being accepted by the Columbus 
Festival Committee beginning Oc- 
tober |. Judging will end on March 
1, 1959. 

All films produced during 1956, 
1957 and 1958 are eligible for 
awards, if they have not been pre- 
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RCA Victor Custom Recording covers more ground — faster — 
ihan any other service of its kind. Our engineers’ superior skill, 
reinforced by years of experience and the most up-to-date tech- 
niques and equipment, makes RCA Victor the constant leader 
in the field. 


RCA Victor also supplies the most extensive library of musical 
selections for slide films — at no extra cost. First quality record- 
ing, careful handling, and fast delivery go hand-in-hand with 
every order. 


Have RCA Victor Custom Record Sales provide you with its 
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your next slide film, 


VICTOR SOUND 


complete! 





famous “one-stop” service — recording, editing, pressing, and 


shipping — for greater quality, economy, and results! 


RCA VICTOR CUSTOM RECORD SALES «hn 
New York 10, 155 Eaat 24th St. MUrray Hill 9-7200 
Chicago 11, 445 N. Lake Shore Drive WHitehall 4-3215 
Hollywood 38, 1016 N. Sycamore Ave OLdfield 4-1660 
Nashville 3, 1525 McGavock St. ALpine 5-669! 
In Canada, call Record Department, RCA Victor Company, Ltd., 1001 
Lenoir St., Montreal, Quebec. For information concerning other foreign 
countries, write or phone RCA International Division, 30 Rockefeller Plaza, 
New York 20, N. Y.—JU 6-3800 
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a new 
dimension 


in quality 


COMPCO 
PROFESSIONAL 
REELS AND 
CANS 





NEW! 


A Major Advance in Film Reel Construction 


PRECISION DIE-CAST ALUMINUM 
HUB COMBINED WITH SPECIAL 
TEMPERED STEEL REELSIDES MAKES A 
TRULY PROFESSIONAL REEL. 


MUCH MORE STURDY — TRUER RUNNING 


COMPCO reels and cons are finished in scrotch- 
resistant baked-on enamel 

Be assured a lifetime of film protection with these 
extra quality products 

Write for complete information 

REELS AND CANS ~ 16 mm 400 ft. through 2000 ft 
COMPCO corporation 
1800 NO. SPAULDING 

CHICAGO 47, ILLINOIS 
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Fred Niles Productions Expands Chicago Operations 
With Purchase of Kling Film-Making Facilities 


Purchase by Fred A. Niles Pro- 
ductions, Inc., of the facilities 
formerly owned by Kling Film En- 
terprises at 1058 W. Washington 
St., Chicago, has been announced 
by Fred Niles, president of the 
Chicago-Hollywood motion picture 
organization bearing his name. The 
purchase was effective October 13. 

Acquisition of the Kling film- 
making facilities gives the Niles 
organization a 90,000 sq. ft. build- 
ing on Chicago’s near-west side. 
Facilities include three large sound- 
proof stages, one of which is 12,- 
OOO sq. ft.; a three studio sound 
department, fully equipped with 
the newest and most efficient sound 
equipment; an_ entire 
wing devoted to editing facilities; 
two prop rooms; machine shop, 
two new standing, working kitch- 
ens; a scene dock for the unload- 
ing of heavy equipment and a thor- 
oughfare for trucks and cars; and 
office space to house production, 
creative and sales departments. 


recording 


The purchase, which was out 
right, covered Kling Film’s Chicago 
motion-picture facilities only. It 
does not include Kling Studios, art 


and still photography studio, nor 
the Kling-California studios in Hol- 
lywood. 

Eleven members of the Kling 
staff have been added to the exist- 
ing Niles personnel, giving the 
company a total of 51 employees. 

Michael Stehney, formerly ex- 
ecutive vice-president at Kling, be- 
comes vice-president in charge of 
tv-film commercials for Niles, and 
also will supervise quality control 
of production. Ed Rinker has been 
named vice-president in sales for 
Niles. 

Niles has abandoned its former 
studios at 22 W. Hubbard St., 
Chicago, and has moved its entire 
staff and facilities to the W. Wash- 
ington St. location. 

In commenting on the purchase, 
Niles said he visualizes its subse- 
quent development into a commun- 
ications center to serve agencies, 
advertisers and industrial com- 
panies. 

“Such a center,” he said, “will 
compete with New York and Hol- 
lywood. It can mean increased 
business and opportunity to the 
industry as a whole, and will con- 






red A. Niles 


tribute to the overall prosperity of 
the midwest motion picture in- 
dustry.” 

A former executive vice-presi- 
dent of Kling Film Enterprises from 
1947 to 1955, Niles formed his 
own motion picture company on 
December 12, 1955, with a cap- 
ital investment of $5,000 and four 
people. The company’s gross dol- 
lar volume during it’s first year was 
$1.2 million, and the second year’s 
volume rose to $1.5 million. Niles 
anticipates a gross of approximate- 
ly $2 million for 1958. ay 








OUR STAFF OF 


INDUSTRIAL FILMS 
TELEVISION COMMERCIALS 
ANIMATION 

SOUND SLIDEFILMS 


ROGER WADE PRODUCTIONS INC. 


IS THE STUDIO FOR ALL YOUR FILM WORK. 


POP-NOTCH CREATIVE TALENT CAN HANDLE YOUR FILM 
REQUIREMENTS FOR HIGHEST CALIBRE FILMS THAT GET RESULTS. 


WRITE OR CALL FOR CASE HISTORIES AND FOLDER DESCRIBING OUR SERVICES. 
ROGER WADE PRODUCTIONS INC., 15 West 46th Street, New York 36, N. Y., Circle 5-3040 
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has one of the largest supplies of motion picture, tv and industrial 
lighting, grip equipment and props in the East. Everything from Brutes and Inkies to sleek DC 
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Don’t start shooting until you call 
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COLUMBUS FILM AWARDS 
(CONTINUED FROM PAGE 19) 
viously entered in the Columbus 
Festival. 

Film entries will be judged in 
the following general categories 

1) Business and Industry; 2) 
Information and Education; 3) 
Travel (U.S. and Foreign); 4) 
Special Fields: Health and Mental 
Health; Religion; Cultural Arts 
Fine Arts and Music Theater Arts; 
and Feature-Length Films 

Formal presentation of Chris 
Statuettes and Certificate Awards 
will be made at the 7th Annual 
Awards Banquet on April 30, 
1959, in the Fort Hayes Hotel 
Principal speaker at the banquet 
will be Robert P. Brown of En- 
cyclopaedia Britannica Films 

Film Entry Fee Is $4 

An entry fee of $4 is charged 
for each film entered up to 1,600 
feet; the entry charge is $5 for 
feature-length productions 1,600 
feet or over. Entries must be ac- 
companied by 3 x.5 cards for use 
by the preview committees, noting 
category entered; color or black- 
and-white print; running time; and 
a brief summary of the film’s con- 
tent and its purpose, and the type 
of audience it was made for. En- 
trants also are required to pay 
round-trip postage on films 

Literature and posters on films 
entered in the Festival may be sub- 
mitted to reach the Festival com 
mittee by March 1, 1959, for dis 
play in connection with the screen 
ing of award-winning films on 
March 29. Screening sessions will 
be conducted that day between the 
hours of | and 5 p.m. and 7 and 
Il p.m., 
at 9 p.m 


with a refreshment break 


Official film entry forms and all 
other information relating to the 
Festival may be obtained by writ 
ing to Daniel F. Prugh, President, 
Film Council of Greater Columbus, 
Memorial Hall, 280 East Broad 
Street, Columbus 15, Ohio { 
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A heavy carrier, with a unique 
and revolutionary service, saves 
executive man hours every day by 
'describing its operation and its 
‘benefits to shippers through a 
new film. The script was 

written by .. . 


eceeceeeeere 






Film Scripts Associates * 
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Left: 399EZ — Filmovara “Zoom” lens, “Cold Glass” heat fil- 
ter, single frame advance and many other exclusive features. 





Right: 399—Reverses for review, shows still pictures, offers brilliant 
picture and sound. The world’s most widely used sound projector. 


FILMOSOUND SPECIALISTS 


the 16mm sound projectors that never quit running! 


This is the family of Bell & Howell Filmosound Spe- 
cialists—the most widely used and certainly the most 
dependable of sound projectors. They never quit 
running! Chief reasons: film handling parts are sap- 
phire jeweled to give 400% longer life. And with 
factory-sealed lubrication, every moving part is con- 
tinually and automatically oiled from within. 

The Specialist lasts . . . and lasts. Maintenance cost 
is negligible. Parts last longer. And because the Spe- 
cialist is designed to maintain its top condition year 


after year, the trade-in value stays unusually high. 


With a choice of 3 models and different combina- 
tions of features, there’s a Specialist that’s perfect 
for your requirements. Where cost is a factor, 
Bell & Howell can help you by providing only the 
features you definitely need. 


Rugged . . . versatile . . . tailored to your needs. 
That’s why more Bell & Howell Filmosounds are in 
use today than all other sound projectors combined ! 
Ask to see a demonstration of its many features. 
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Above: 398—The newest Specialist model; the finest projection performance at 
lowest cost quality allows. Magnificent new pan-harmonic high fidelity sound. 


EXCLUSIVE SPECIALIST FEATURES: 


1. Sapphire insets at 5 vital points deliver 400% longer 
life. 2. Filmovara “Zoom” lens* adjusts picture size to 
fit the screen. 3. All-gear drive for steady, flicker-less 
pictures. 4. Straight line Optical system for maximum 
light output. 5. “Cold glass” heat filter* for 7 times 
brighter still-picture image. 6. Single frame advance* 
and frame counter for time and motion analysis. 
7. Automatic loop setter.* no lost loops even with dam- 
aged film. 8. Hour meter*} records operating time. 
9. Automatic rewind release sets projector for forward 
after rewinding. 10. Rugged 7-ply (Plywood) case, 
actually stronger than metal. 

*Standard on 399EZ, optional on 399 tAvailable on 398 


»} Bell & Howell 


FINER PRODUCTS THROUGH IMAGINATION 
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FREE BOOKLET Send for “Teaching and Training with 
Motion Pictures.” Valuable tips for schools, churches and industry. 


CLIP OUT—SEND NOW 


Bell & Howell 
Audio-Visual Education 
Department 8878 

7108 McCormick Rd. 
Chicago 45, Illinois 


Gentlemen: Please send me your free booklet: “Teaching 
and Training with Motion Pictures.” 


Name 


Address 


City ones eevee ONE State 


Organization 


SMPTE Elects New ‘59 Officers; 
Norwood Simmons Is President 

’ Dr. Norwood L. Simmons, West 
Coast Division, Motion Picture 
Film Department, Eastman Kodak 
Company, was elected president of 
the Society of Motion Picture and 
Television Engineers at the organ- 
ization’s 84th semi-annual conven- 
tion October 20-24 in Detroit. He 
will hold office for the next two 
years. 

Dr. Simmons, who has held such 
posts in SMPTE as governor, ed 
itorial vice-president and most 
recently executive vice-president, 
succeeds Barton Kreuzer, market- 
ing manager of the Astro-Elec 
tronics Division of Radio Corpo 
ration of America. Mr. Kreuzer 
remains on the SMPTE board as 
past president. 

Succeeding Dr. Simmons as ex- 
ecutive vice-president is John W 
Servies, vice-president of National 
Theatre Supply Co. Mr. Servies 
for the past two years was financial 
vice-president, and also has served 
SMPTE as convention vice-pres 
ident. 

Re-elected for a second two 
year term as editorial vice-pres 
ident is Glenn Matthews, of East 
man Kodak Company, Rochester 

raking over the duties of con- 
vention vice-president is Reid H 
Ray, president of Reid H. Ray 
Film Industries, St. Paul, Minn 
Mr. Ray recently served as treas 
urer of the society and chairman 
of the sustaining membership com- 
mittee. He succeeds G. Carleton 
Hunt of General Film Labs, Holly 
wood, Calif 

Wilton R. Holm, of E. |. du 
Pont de Nemours, Photo Products 
Division, Parlin, N. J., will con 
tinue in the capacity of secretary, a 
post he has held for SMPTE since 
1955 

Newly-elected members of the 
board of governors, who will take 
office for two-year terms, are 

East Coast: Gerald G. Graham 
director of technical operations 
National Film Board, Montreal, 
Canada; and Robert C. Reineck 
chief engineer. CBS News, New 
York City 

Central: Kenneth M. Mason 
manager Midwest Division, Mo 
tion Picture Film Dept., Eastman 
Kodak Company; and James | 
Wassell, marketing manager ol 
professional equipment, Bell & 
Howell Co., both of Chicago. 

West Coast: Ub Iwerks, director 
of technical research, Walt Disney 
Productions, Burbank, Calif.; and 
Theodore B. Greiner, chief engi- 
neer, TV and radio, American 
Broadcasting Co., Hollywood. i 





for SELLING / for TRAINING 


DuKane 


sound slidefilm projectors 
get your message effectively 


to any size audience 


SHORT & SWEET 


THE FLIP-TOP stars at desk-side saies 
presentations. Dramatically tells a hard-sell 

story without mess or set-up time, without room 
darkening. Record and film simply slide into slots. 
Polacoat rear-projection screen for startling clarity 
in color or black-and-white. Top voice fidelity. 





FULLY AUTOMATIC 


THE MICROMATIC is the industry's 
standard for quality and performance 
Film advances automatically—always 

on cue—triggered by standard 30-50 
impulse. DuKane “Redi-Wind”’ eliminates 
film rewinding forever! Shadow-box screen 
built into carrying case, plus plenty of 
power for big-screen projection. 









AUDITORIUM SIZE POWER 


THE AUDITORIUM COMBINATION brings 
you fully automatic sound slidefilm projection. 
The high powered projector with 1200-watt 
capacity combined with the high powered 
auditorium sound unit produces large, brilliant 
pictures and fills any auditorium with sound. 
Entire combination packs into two compact, 
attractive carrying cases 





There's a DuKane sound slidefilm projector especially made 
to bring your message to any audience, from one to thousands! 
DuKane’s top quality and rugged dependability give you 
sparkling pictures and bell-clear sound, now and for many years 
of hard use. Simple to operate, even by inexperienced personnel. 
For a demonstration in your own office, send in the coupon. 


+ DuKane Corporation, Dept. 8S-118, St. Charles, Illinois 
* I am interested in learning more about DuKane sound slidefilm 
* projectors, particularly (0 the Fliptop 0 the Micromatic 
Uw re Ee > © the Auditorium Combination 
CORPORATION : name 
+ COMPANY 
ADDRESS 
+ CF... 
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Frederick K. Rockett Dies; 
A Pioneer in Business Films 

Frederick K. Rockett, a pioneer 
producer of business films and for 
many years a leader in industry 
activities in the West Coast area, 
died of a heart attack October 1 
at the age of 74 years. 

As president of Frederick K. 
Rockett Company, Hollywood, Mr. 
Rockett was approaching _ his 
thirty-fourth year in the business 
film field. Motion pictures pro- 
duced under his supervision have 
won many outstanding awards, 


‘among them two First Awards at 


the Venice Film Festival and three 
First Awards at the Cleveland Film 
Festival. 

During his long career as a pro- 
ducer of business films, Mr. Rock- 
ett served many of the foremost 
industrial firms in the country as 
well as government agencies. 

Among the company’s recent 
clients were Richfield Oil Corpora- 
tion, Weirton Steel Company, 
Kaiser Steel Corporation, Phelps- 
Dodge Corporation, American Au 
tomobile Association, U. S. Navy. 
U. S. Air Force, E. K. Williams 
Company, Stewart-Warner Corpo 
ration, Nesbit Fruit Products, Sin- 
clair Oil Corporation, Lockheed 
Aircraft Corporation, and Amer- 
ican China Guild. 

Born in Bridgeport, Conn., on 
March 31, 1884, Mr. Rockett had 
been a resident of Los Angeles 
since 1918. Surviving him are his 
widow, Florence J.; a daughter, 
Mrs. Helen Hodges, and three 
grandsons. Funeral services were 
held October 4, with burial in In- 
glewood Park Cemetery. 

Mr. Rockett was a 32nd Degree 
Mason and an active member of 
Blue Lodge, Scottish Rite, San 
Fernando Valley Shrine Club and 
Beverly Hills Shrine Club. 

Activities of the Frederick K. 
Rockett Company in the business 
motion picture field will be con- 
tinued along the same high stand- 
ards that were set by its founder, 
under the direction of Alfred Hig- 
gins. Wy 
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PARTHENON PICTURES 


Documentary Films for Business 
New Releases: 


“THREE FOR TOMORROW” — 
The pleasant romance of Mac 
Mackendall and wife Marty 
background the quest of three 
young college men for their “To- 
morrow” in a young and growing 
industry with its future ahead of 
it—and which they find in the 
hundred-year-young ol industry. 
American Petroleum Institute. 29 
min. 35mm and 16mm. 
“HORIZONS BEYOND” — “The 
world of the scientist, once mys- 
terious and remote, is now com- 
ing close to the daily lives of all 
of us”. as demonstrated by 
Bell Telephone Laboratories’ de- 
velopment of the transistor, and 
over-the-horizon microwave 
transmission of telephone and 
television. AT&T. Color. 12 min- 
utes. 35 and 16mm. 

“FIRE AND THE WHEEL” — 
“We fuel the one and lubricate 
the other; you can’t get much 
more basic than that.” The pic- 
torial study of oil, from drill to 
hose, worldwide. General Petrol- 
eum, Magnolia. Socony Mobil. 
Color. 25 minutes. 
“COLLECTORS’ ITEM” — The 
surprisingly dramatic story of a 
group of public servants and 
their unsung role in the struggle 
against air pollution. Interna- 
tional Harvester. Color. 32 min- 


2 
utes. Y 
* = = 


TECH FILMS DIVISION 
“PACKAGED POWER” — A 
straightforward sales film pre- 
senting the personnel, facilities 
and industrial philosophy of a 
missile accessory contractor. 
Sundstrand Turbo. Ektachrome. 
22 minutes. 





Parthenon works for the 
following clients: 


Am. Petroleum Inst. 
Am. Tel. & Tel. Co. 
The Borden Company 
Connecticut General Life 
Convair (Gen. Dynamics) 
General Petroleum Corp. 
Hilton Hotels 
International Harvester 
Kaiser Aluminum 
Socony Mobil Oil Co. 
Western Electric Co. 
Sundstrand Machine Tool 











Parthenon makes no television 
commercials. The business film 
schedule is confined to those 
projects which can be handled 
personally and with quality by 
the key staff. 


PARTHENON PICTURES 


Charles Palmer, Executive Producer 


2625 Temple St. * Hollywood 26 


SCREEN MAGAZINE 





The CBS-TV series, ‘The Twentieth Century’ is history-in-the- 
making—and history-making, too! Never before has a national 
television advertiser made available on a free basis to schools 
and to groups, a series of such magnitude and importance. More 
than 35 subjects* from this foremost documentary series of our 
time are now in release, courtesy of The Prudential Insurance 
Company of America. Booking, shipping, inspection and main- 
tenance of prints is being handled by Association Films’ four 
regional distribution centers . . . Prudential’s insurance of reach- 


ing additional millions of viewers, effectively, efficiently and 





Produced by 
CBS-NEWS 

















economically. We are proud to be a part of this historic under- 





taking and contribution to education. 


For more facts about 16mm school/community distribution — 


the HIGH IMPACT medium — write or phone: 


ASSOCIATION FILMS, INC. 


347 Madison Avenue, New York 17, New York 


MUrray Hill 5-8573 


*And more to come following their CBS-TV air dates 


Sponsored by 
PRUDENTIAL 





Distributed by 
ASSOCIATION FILMS 
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Plays All Records — 3 Speeds — 33'/3 — 45 — 78 rpm 
For Use With All Viewlex Projectors 150 to 500 Watts. 
Sound System Or Projector May Be Used Independently. 


Brilliant pictures and clear “bell-tone”’ sound combination slide and filmstrip Viewlex pro- 


Two permanent needles ® Separate tone and 
volume controls © Uses filmstrip, slide, or 


jectors © “Light Multiplier’ optical system — 
2", 3", 5,7", 9, 11" lenses available with- 
out change of concenser system. Priced from 
$124.25 up. 

Write Dept. 234 for litercture. 


All VIEWLEX projectors are guaranteed for a lifetime! 
¢ 
y 35-01 QUEENS BOULEVARD, LONG ISLAND CITY 1, N. Y. 
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SUPERVISOR 


COMPANY POLICIES 


| ARE MORE THAN 
| worDS 


If they are going to be effective, 
your supervisors have to imple- 
ment them with a human touch. 


j Develop this in your supervisors 
{ by showing them proved methods 
of explaining, and gaining ac- 
ceptance for, company policies. 


Show them these methods with: 
“INTERPRETING 
COMPANY POLICIES” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


@ “INDUCTION AND 
JOB INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 





Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 





NUMBER 7 © VOLUME 


TV Stations’ Viewpoint 
on Sponsored Pictures 


M” THAN 3,500 companies 
and trade and professional 
groups in the United States have 
16mm public service films which 
they make available to television 
stations for showing on_ public 
service time. 

Why are some of these public 
service films shown regularly, 
while others are consistently re- 
jected? Some of the reasons, and 
answers to a number of other 
questions about how tv stations 
throughout the country feel about 
public service films, are revealed 
in a study just completed among 
529 stations by John T. Fosdick 
Associates, New York research 
and opinion polling organization, 
for Modern Talking Picture Serv- 
ice, Inc. 

More Stations, Less Time 

This is the second survey made 
for Modern by the Fosdick organ- 
ization. The first was made three 
years ago (1955) when 429 tv 
stations were operating. Since then 
more than 100 stations have begun 
telecasting, and the supply of pub- 
lic service films available for show- 
ing has movnted spectacularly. 
Conversely, the average telecasting 
time per station per week devoted 
to sponsored films has declined 
from 4.9 to 3.7 hours. As sustain- 
ing time decreases, tv stations are 
becoming increasingly more crit- 
ical about the films they will ac- 
cept. 

Purpose of the survey was to 
uncover suggestions from station 
film directors about how industry 
public relations films can be made 
more useful and interesting from 
their point of view, and particu- 
larly how handling and distribution 
of films to the stations can be im- 
proved. 

Survey Covers 359 Stations 

Figures reported in the Fosdick 
survey are based on replies from 
film directors of 359 tv stations, 
69.6% of the U.S. total. The re- 
sponse represents all geographic 
areas of the country, and includes 
all categories of tv markets, sta- 
tion sizes, and population densi- 
ties. 

Most stations replying to the 
survey —84.8%—said they show- 
ed public service films at least 
once a week; 10.4% said they 
showed such films at least once a 
month. Only 4.8% screened free 
films less often than this. 

Afternoon hours are the most 
(CONTINUED ON PAGE 68) 





19 ¢ 1958 






“Get me 


Washington, D. C.” 





¥ 


} 


 @/ 


’ 4 


Word gets around. 


CAPITAL 


FILM LABORATORIES, INC. 


Sound « Editorial « Laboratory Services 


1906 Fairview Avenue Northeast, Washington 2,D.C. LAwrence 6-4634 


50 U.S. Companies Exhibit 
At 1958 Photokina in Cologne 

A comprehensive view of the 
equipment produced by the world’s 
leading manufacturers of photo- 
graphic and cinematographic 
equipment—524 firms from 16 
countries—was afforded the more 
than 200,000 visitors to Photokina 
1958, international exhibition held 
from September 27 to October 5 
at Cologne, Germany. 

Exhibits of photographic and 
cinematographic equipment were 
housed in eight halls covering an 
area of 66,000 sq. meters of dis- 
play space. 

The United States led the list of 
foreign exhibitors, being repre- 
sented by 50 firms, twice as many 
as in the 1956 Photokina. All the 
American exhibitors reported good 
business results, particularly in es- 
tablishing new foreign distributor 
outlets for such products as film 
projectors, laboratory equipment 
and photographic accessories. 

Brisk international business ac- 
tivity was a main feature of the 
exposition, which has come to be 
known as the “world fair” of the 
industry. A total of 176 foreign 
firms exhibited products, and there 
was a marked increase in the num- 
ber of foreign buyers who attended. 
Visitors from 70 countries were 
registered. 

Those of the 348 German ex- 
hibitor-firms whose products were 
in the motion-picture field reported 
a demand for high-grade special 
cameras for technical and scientific 
purposes, as well as for standard 
motion-picture cameras, film proc- 
essing equipment, reproduction 
equipment and accessories. Ap- 
proximately 20% of total German 
camera production is now in the 
field of cine film equipment. 

Apart from the German and 
United States exhibitors, France 
had the next highest representation 
with a contingent of 47 firms. 
Products included cameras, projec- 
tors, cinematographic equipment, 
optical precision equipment and 
photographic accessories. 

Great Britain was represented by 
18 firms, including the country’s 
largest manufacturer of photo- 
graphic chemicals; Australia by 
one manufacturer of film cameras, 
projectors and cinematographic 
tripods. 

Other nations represented, and 
the number of exhibitors from 
each, were: 

Austria, 5; Belgium, 3; Holland, 
7; Italy, 12; Japan, 11; Sweden, 4; 
Switzerland, 14; and Denmark, 
Czechoslovakia, Norway and Spain, 
1 each. iy 
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SALES 
RESISTANCE ! ! 


In the months to come your salesmen 
are going to encounter it in increas- 
ing amounts. Now, volumes have 
been written on how to meet it, how 
to overcome it. But don't forget... 
sales aren't made by winning argu- 
ments. 


Wellthen, what should be done 
about sales resistance? Pick up and 
leave? 


No, sir, by-pass it!! Keep on selling!! 


Because, when your salesmen do, 
they will make more sales . 
meet and beat competition. 


..and 


Show your salesmen how to by-pass 
sales resistance with: 


“BY-PASSING 
SALES RESISTANCE” 
part of the outstandingly suc- 
cessful AGGRESSIVE SELLING 


sound slide program. 


Write for Details on 
Obtaining a Preview 





Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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ow. RADIANT 
LENTICULAR =--- 


FOR LIGHTED ROOM PROJECTION = 
Of vital importance to all users of audio-visual 
aids is this new and different kind of “‘lenticu- 
lar” screen surface—the result of more than 
7 years research and development work by 
leading optical engineers and physicists. 
| Actual tests have definitely proven that this 
surface is extremely effective for projecting 
in undarkened or even lighted rooms where 
no extreme or unusual ambient light condi- 
tions prevail. 















SCREENS 








THERE ARE MORE THAN 100,000 
TINY LENSES on each Radiant 
“lenticular” screen surface— 
that concentrate and reflect 
light with maximum brilliance 
over a wider viewing area. 
This surface is fungus and 
flame proof and washable. 





TESTS PROVE 
Special electronic testing equipment is used to 
check the efficiency of all reflective surfaces by 
Radiant’s engineering staff. This equipment 
measures accurately light gain (brightness), 
percentage of fall-off, quality of reflection, and 
other factors vital to good projection results. The 
new Radiant “lenticular” surface has been sub- 
jected to these exacting tests with the following 
findings: 
- : THE NEW "EDUCATOR" SCREEN—WITH LENTICULAR "'UNIGLOW"’ 
1 Radiant “lenticular” Screens showed a very . screen surface is available in sizes from 37” x 50” through 
high brightness gain with a minimum of 70” x 70”. Exclusive TOEmatic leg lock, all-metal slat bar, 
fall-off at sides. extreme height adjustability, and many other features. 


2 Radiant “lenticular” Screens provide in- 
creased brightness to an area 45° to each side 
of axis, thus offering a 90° good viewing area. 

3 Radiant “lenticular” screen surface reflects 
colors with increased vividness and greater 
contrast. 


RADIANT 


P.O. BOX 5640, CHICAGO 80, ILLINOIS 


A subsidiary of The United States Hoffman Machinery Corporation 


MAIL COUPON FOR FREE DETAILS 





| 
| 
| 
al 


RADIANT MANUFACTURING CORP. 
Dept. BS-118, P. O. Box 5640, Chicago 80, Illinois 


Please rush me FREE sample swatch of new Radiant 
“Lenticular’’ Uniglow Screen surface—and full details on 
this new type of projection screens. 


Pe cencensntinnine 


Address 


- 
| 
| 
| 
| 
| 
| 
! 
| 
| 
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It’s Not the “Sell” 
It’s the Sale 
(op kee E sman 
Hard sell? Soft sell? 
The decisive factor remains the salesman .. . 
: and his ability to help your customers see 
how they can make profitable use 
of your products or services. 
The sales training programs we create 
and produce . . . in film and other media . . . are aimed 
at developing men who will understand the needs 
of the moment... the market .. . and the man 
across the desk. 
Pe ce 
HENRY STRAUSS & CO. .inc. » 
COMMUNICATORS 31 WEST S3RD STREET - NEW YORK 19. N. Y 
PLAZA 7-065! 
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RIGHT off the REEL 


5.000 Attend Industrial Film. A-V Exhibition 


IVE THOUSAND accredited users 
EF films and _ audio-visual 
equipment attended the four-day 
Industrial Film and A-V Exhibi- 
tion held at the Trade Show Build- 
ing in New York, October 7-10. 

The Exhibition, held in coopera- 
tion with eleven associations in 
the audio-visual field (such as the 
National Visual Presentation As- 
sociation, the Industrial Audio- 
Visual Association, Film Produc- 
ers Association of New York, 
Educational Film Library Associa- 
tion, and others), presented the 
latest products of 70 exhibitors— 
largely manufacturers of sight and 
sound equipment for industry, 
television and education. 

In conjunction with the Exhibi- 
tion, a lecture program given in 
the exhibit area, brought a full- 
house attendance to hear such 
speakers as Kenneth H. Goddard, 
Manager, Audio-Visual Services 
Department, United States Cham- 
ber of Commerce; Richard H. 
Maurer, Technical Advisor, Mo- 
tion Picture Program, Interna- 
tional Business Machines Corpora- 
tion; and Keith Culverhouse, 
Director of Sales Presentations, 
Television Bureau of Advertising. 

New York’s Film Producers As- 


sociation presented a showcase of 
29 outstanding films produced by 
its members. 


Drawing much attention among 
the exhibits were a new Bell & 
Howell slide projector, the Ex- 
plorer, which offers such new fea- 
tures as forward and reverse auto- 
matic action, a light pointer, and 
a zoom lens which fills any size 
screen; the Charles Beseler Com- 
pany’s new Salesmate automatic 
slidefilm projector; the Charles 
Bruning Company's system for 
producing colored overhead pro- 
jection materials; Camera Equip- 
ment Company’s automatic stop- 
motion photography system; and 
Harwald’s new Ultramatic, a 16- 
mm sound projector in a fully-en- 
closed “booth.” 


Other interesting new items 
seen were Film Sounds’ “time ma- 
chine” which stretches the length 
of voice or music on tape without 
altering pitch; Ozalid’s latest line 
of copying equipment and materi- 
als; Steelman’s tiny, but high qual- 
ity tape recorder; TSI’s new 16mm 
sound projector; and Visa-Matic’s 
newly patented gadget which fades 
new colors in and out on a sta- 
tionary slide. a 


TWO CHALLENGES TO BUSINESS AND EDUCATION 


Maurice B. Mitchell, president 
of Encyclopaedia Britannica Films, 
passed en two challenges to mem- 
bers of the Society of Motion Pic- 
ture and Television Engineers in 
an address at the opening luncheon 
session of the organization’s 84th 
semi-annual convention October 
20 in the Sheraton-Cadillac Hotel, 
Detroit. 

These challenges Mr. Mitchell 
named as “the cold war in the 
classroom,” in which he saw dire 
results for the free world unless 
our schools provide more basics in 
the sciences, and the sociological 
lag in our era of tremendous tech- 
nological development. 

“The old-time company pres- 
ident knew every operation in the 
plant,” Mr. Mitchell said. “Go into 
a major industry today and you 
will see row upon row of auto- 
matic equipment with twitching 
lights and twitching technicians; 
but the head of the works will say, 
‘Don’t ask me what goes on. All 
I know is that shoes come out the 
other end.’” 

On education, Mr. Mitchell said 
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that the slogan of a major educa- 
tional group (the NEA) that “ed- 
ucation will save democracy” is, 
in his opinion, off the beam. 
“There is no such built-in power 
in education,” he declared. 


The slogan, he asserted, needs 
the reinforcement of a curriculum 
shaped to the needs of the democ- 
racy that everybody wants to save. 


Mr. Mitchell said the high 
school his boys attend has the repu- 
tation of being one of the best in 
the nation, but that you still can 
graduate without knowing any 
language but our own. 

“A couple of seven-year-olds 
were watching the latest jet planes 
roaring overhead the other day,” 
he said. “One of them remarked, 
‘boy, those thermo-nuclear prob- 
lems up there must be terrific,’ and 
the other said, ‘I think they’re 
working on ceramics to lick 
them.’ ” 

“*O.K.,” said the first one, 
‘we'd better get to class now and 
get back to stringing thos 
beads!’ ” Vd 


Right: At premiere showing 

of “American Look” to members 
of the American Society of 
Industrial Designers, the film 
was introduced by Frederick 

W. Noyes of The Jam Handy 
Organization, producers of 
wide-screen “spectacular.” 
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Screen Tribute to the Stylist 


Nationwide Theatre Showings for “American Look” 


b ecoge AUDIENCES through- 
out the U.S. are seeing the lat- 
est of a Chevrolet-sponsored trilo- 
ogy of colorful wide-screen motion 
pictures on key 
aspects of na- 
tional life. This 
time it’s Ameri- 
can Look, a 28- 
minute “spectac- 
ular” in Techni- 
color and Super- 
scope, that lives 
up to its advance 
billing as “a 
tribute to men 
and women who 
design.” 

Honored by the American So- 
ciety of Industrial Designers by a 
premiere showing at their 14th 
Annual Design Conference at Bed- 
ford Springs, Pa. in mid-October, 
American Look opened its nation- 
wide theatrical tour in the midwest 
at the downtown Oriental Theatre 
in Chicago. 

For this worthy successor to 
American Engineer and American 
Harvest, camera crews for The 
Jam Handy Organization travelled 
from coast-to-coast, seeking out 
the latest and best creations for 
tomorrow’s living. The result is an 
eye-filling, exciting spectacle of 
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advanced design and styling. Con- 
tributing to its panoramic sweep 
of design creativity is the work of 
Frank Lloyd Wright and Eero 
Saarinen, Pau! 
McCobb, Flor- 
ence Knoll, 
Neguchi, Hans 
Bellman and 
Harley Earle, 
and other design 
luminaries. 
Audiences 
viewing A meri- 
can Look peer 
over the should- 
ers of these 
“giants” of cre- 
ative design to see sketch-board 
dram.. become finished products. 
The camera goes beyond “no ad- 
mittance” signs of their workshops 
to view the latest in design for 
home, garden, recreation and 
travel. Until early 1959, the film 
will be restricted to 35mm _ wide- 
screen theatrical release only. 
Chevrolet’s tie-in is a thorough- 
ly logical development of new 
model design which preview audi- 
ences found most palatable. Inte- 
grated in the film are a stream of 
new ideas and new materials that 
presage a bright future for Mr. 
and Mrs. America. md 


Below: Glimpse of the preview audience of industrial designers who 
screened “American Look” at their 14th Annual Design Conference 

















Yankee star Mickey Mantle shows batting form as 


Walter Dombrow 


gets angle; Lew Fonseca at right. 


Color Covers the World Series 


ee 4 “First” in World 
Series history, the official mo- 
tion pictures of this year’s classic 
between the New York Yankees 
and the Milwaukee Braves were 
filmed in 16mm color. The annual 
film, sponsored jointly by the 
American and National Leagues 
for distribution to groups across 
the country, previously had been 
filmed only in black-and-white due 
to prohibitive color costs. 

The 1958 World Series films, 
photographed by Photo-Arts Pro- 
ductions, Philadelphia, under the 
supervision of John Burke and 
Walter Dombrow, and produced 
by Dan Endy, Philadelphia, were 
made using 16mm Arriflex cam- 
eras and Kodak’s new Ektachrome 
commercial color film put on the 
market recently. 

Use of the new Kodak color 
process and the help of reflex sys- 
tem cameras together with a spe- 
cial technique developed by Photo- 
Arts to achieve high color fidelity 
under adverse light conditions were 
factors contributing to the World 
Series “first.” 

The World Series film was made 
with three main cameras and one 
floating camera. They were set up 
behind home plate, center field, 
and on the first base line. 

Working in close cooperation 
with Lew Fonseca, the major 
leagues’ film coordinator, Photo- 
Arts used a complement of match- 
ed and versatile lenses, ranging 
from the most intimate close-ups 
to the longest focal lens. 

The major problem in shooting 
sporting events in John 
Burke says, is the narrow exposure 
latitude that exists between sun 
and shadow. Photo-Arts developed 
a technique which would opén the 


color, 
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shadow detail by 200% without 
affecting the sunlight exposure or 
color balance. 

Necessarily working within an 
area of very close tolerance, Burke, 
who believes baseball to be among 
the most difficult sports to film, 
made “hand tests” at the conclu- 
sion of each game. 

Cameramen found Yankee Sta- 
dium slightly more difficult in light 
contrast than Milwaukee’s home 
grounds, but actually encountered 
no major lighting problems, since 
League officials turned on the 
lights when the shadows became 





Producer Dan Endy (at left) and 
John Burke record Series action 
in Milwaukee. 


too long or heavy. The lights in 
turn helped to reduce contrast and 
restore color balance in the shadow 
area. 

John Burke has been a film pio- 
neer since 1935, when he filmed 
the first tv commercial ever made, 
for Philco Corporation. In prepar- 
ing for the World Series color as- 
signment, Burke used about 35,- 
000 feet of the new Ektachrome 
film while filming a series of sports 
events for the Miller Brewing 
Company. a 





Premiered at the 1958 Public Works Congress: 


Collector’s Item: Urban Model 


Harvester’s Answer to a Growing Civie Problem 


New Morion Picture with 
one of the year’s most intrigu- 
ing titles premiered last month be- 
fore the 1958 congress of the 
American Public Works Associa- 
tion in Kansas City, Mo. 
Collector's Item, a 29-minute 
color film sponsored by Interna- 
tional Harvester and produced by 





Sol Ellenson, APWA head, gets 
first print from Harvester’s L. W. 
Pierson and M. F. Peckels. 


Parthenon Pictures, Hollywood, 
deals succinctly with a tremendous 
American urban problem: the suc- 
cessful establishment of a modern 
system of municipal collection and 
disposal of refuse. Its locale is Los 
Angeles, where a model operation 
that is an important public works 
accomplishment has been institut- 
ed. As an educational effort di- 
rected at the public, Collector's 
Item has special meaning for the 
hard-pressed taxpayer to whom 
such modernized and effective 
methods have dual meaning, both 
in budget economies and in greatly 
improved services. 

The film shows the problems 
encountered in establishing and 


Premiere audience sees “Collector's 
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extending an urban system for ref- 
use collection and disposal. It in- 
troduces a specialist, the urban 
public works man, whose impor- 
tance is underscored by the tre- 
mendous growth of America’s 
urban centers in the past decade 
and their corresponding need for 
greater efficiency in basic civic 
services against rising patterns of 
labor costs, extended mileage of 
service areas and local budget lim- 
itations. 

Collector's Item is Harvester’s 
p.r. tribute to the public works 
professional but it also is an object 
lesson to urban property owners 
and civic leaders who should be a 
keenly-interested audience. The 


members of the American Public 





Cap Palmer introduces film 


Works Association attending the 
picture’s premiere in the Little 
Theatre of the Kansas City Munic- 
ipal Auditorium (a full house) 
were unanimous in their enthusi- 
astic reception of an accurate and 
useful portrayal of their problems 
and of one major city’s successful 
conquest through a combination of 
system and mechanization. ta 


Item” at the APWA Convention. 
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This New Western Electric Film Provides 





Engineers Look Ahead 


Challenging Future “Engineering Notebook” Theme 


 Seatibease ELecTRIC COMPANY, 

manufacturing and supply 
unit of the Bell Telephone System 
and a producer of large electronic 
systems for U.S. military agencies, 
employs more than 6,500 engi- 
neers. 

These engineers continually 
demonstrate their own form of 
genius in evolving out of labora- 
tory devices and practices the most 
efficient ways to produce new elec- 
tronics and communications equip- 
ment—for Western Electric now 
manufactures more than 55,000 
different items for use in Bell Tele- 
phone service, and an undisclosed 
number of other products for the 
armed services. 

Western Electric believes that 
in today’s engineering age, indus- 
try must assume the responsibility 
of providing advanced training for 
the engineer to obtain specialized 
knowledge relating to its opera- 
tions, and must do an increasingly 
effective job of keeping him up-to- 
date on current technological de- 
velopments. 

The company has responded by 
establishing a far-sighted program 
of formal in-company engineering 
education, known as the Graduate 
Engineering Training Program, to 
familiarize new engineers with the 
intricate technical environment pe- 


culiar to the industry for which. 


they work, and to give experienced 
engineers opportunity to study and 
review new developments in their 
own and related fields. 
Inaugurated in the summer of 
1957, Western Electric’s Graduate 
Engineering Program provides in- 


troductory and general develop- 
ment courses for all new engineers, 
and advanced development courses 
for selected experienced engineers 
who have completed the first two 
phases, at training centers in New 
York City, Chicago and Winston- 
Salem, North Carolina. 

Purpose of Engineering Note- 
book, a motion picture in sound 
and color produced for Western 
Electric by Wilding Picture Pro- 
ductions, is to give company en- 
gineers an overall look at progress 
in the development of automatic 
manufacturing techniques at West- 
ern Electric, and a glimpse into 
the future. 

The film was previewed by an 
audience of leading educators from 
Midwestern engineering colleges 
in the company’s Graduate Train- 
ing Center in Chicago. 

Central theme of Engineering 
Notebook is that while an engi- 
neer’s solution to a single problem 
may not appear to be by itself 
overwhelming or highly significant, 
it is the successful merger of many 
ideas from many engineers that 
forms the basis of the company’s 
technological progress. The engi- 
neer’s notebook is used in the film 
as a symbol of engineering ideas. 

A most memorable sequence 
shows an entire building at West- 
ern Electric’s Point Breeze Works 
filled with automatic machines 
specifically designed as one unit to 
automatically manufacture electro- 
formed conductor for telephone 
drop wire. Two complete 25-chan- 
nel machines run the entire length 
(CONTINUED ON PAGE 63) 


Below: automated controls and ultra-modern computers are part of the 
engineers’ challenging future pictured in this film. 
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Western Electric 
Hosts a Preview: 


Educators and Press at Chicago 
Training Center for Premiere— 





Above: E. Heath of Western 
Electric explains training pro- 
gram. Listeners include W. B. 
Tall, Ill. Inst. of Technology; 
A. J. Klapper, O. L. Rails- 
back, U. of Ill.; R. B. Randall, 
H. E. Marrows, A. M. Pepiot 
of the Western Electric gradu- 


ate training organization. 





Above: preview hosts from 
Western Electric's New 
York office included R. B. 
Randall and H. E. Marrows 
of PR Department. 





Above: F. H. Rossiter, 
Chicago Training Center, 
and Bruce Fader, Power 
Industry, settle a problem 
as Mr. Walters stands by to 
help if he’s needed. 











Above: educators and guests 
at Western Electric preview 
learn what company is doing 
to train its engineers. 





Above: before the preview, F. 
A. Larson (left), AIEE, dis- 
cusses WE’s advanced train- 
ine activities with E. G. Wal- 
ters (right), superintendent of 
training, New York, and A. 
M. Pepiot, R. M. Krusick and 
R. M. Erickson of the Chi- 
cago Training Center 





Above: Mr. Walters (center) and Mr 
Randall answer a question from a pre 


guest. Below: Messrs. Larson, 


Pepiot, Krusick, Erickson and Walters in 
post-preview parley. 
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Especially photogenic is this scene of spearfishing by torchlight. 


Film-Flight to Paradise 


Pan-American Adds Tahiti to List of Top Films 


Sponsor: Pan American World 
Airways 
TitLe: Jsland Under the Wind; 


272 minute; color; produced by 
Henry Strauss Productions, Inc. 


To American vacationers who 
have “done” Europe and the other 
familiar vacation spots a new, ro- 
mantic “unknown” is beckoning. 
The South Pacific, once only a re- 
mote blob of blue on the map for 
the average two or three-week trip- 
per, will soon be but hours away. 
Future jet passengers may soon 
breakfast in California, lunch over 
Hawaii and dine on the atoll of 
their choice. 

Pan America, which stands to 


carry a lion’s share of vacation 
traffic to the Pacific, is doing its 
part to “open up” the area by 
rapidly scheduling new routes, lay- 
ing on new equipment, and telling 
peripatetic travelers of the delights 
to be found. 

One important medium in Pan 
Am’s arsenal of public relations 
tools is the motion picture. Seve- 
ral films on the Pacific are now 
available; more are planned, and 
one—/ sland Under the Wind—has 
just been released with such ad- 
vance intra-trade acclaim that it 
seems bound to take its place as 
one of the top travelogs of all time. 

The locale is Tahiti, which, as 
the film develops, is a most special 


Carefree rhythms of a Tahitian dance seen in “Island Under the Wind.” 
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kind of place. It isn’t now, and 
probably never will be, the locus 
of trave'ers whose big eye-bugger 
has been Miami Beach or Las 
Vegas. But to many day-dreamers, 
Tahiti will have all the magic of a 
“special island”—a Bali Hai. 
A Place for Living .. . 


As the film shows, Tahiti has few 
set tourist “attractions” — those 
places and things that just must be 
seen. Accommodations, at present, 
are just so-so by Collins Avenue 
standards. But it is an exceedingly 
beautiful place with handsome, 
happy people and it is wrapped in 
a warm, easy state of mind that is 
infectious. 

Pan American (which, by the 
way, doesn’t go to Tahiti now .. . 
but brings passengers to and 
through the gateways of Hawaii 
and Fiji) feels that since the island 
will not be for everyone .. . it 
might be best to try to pre-condi- 
tion potential visitors. Let the film 
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Tribulations of a film-maker: pro- 
ducer Henry Strauss met the chal- 
lenging assignment with flying jib 
off Tahiti’s shore... 


scare off some ardent materialists 
as long as it woos the spiritual ad- 
venturers. 

Henry Strauss, who directed the 
picture and did much of the pho- 
tography himself . . . and Frank 
Howe, Pan Am’s System Director 
of Sales and Service Training... . 
have deliberately side-stepped the 
obvious temptations that such a 
subject presents. The geography 
—Tahiti—is always there . . . as 
indeed for its beauty and sensuous 
grace it properly should be. But 
Islands Under the Wind is much 
more than a travelog . . . it is a 
warmly sympathetic, yet unsenti- 
mental study of human beings 
whose way of life . . . by Western 
standards . . . is somewhat here- 
tical. (Why own two pareos? You 
can only wear one at a time. Work 
is to live . . . not an end in it- 
self.) 

To capture the double essence of 
Tahiti . . . as a place to live and 
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as a State of mind . . . more than 
a year of historical and field re- 
search ... was needed. Every 
source was carefully combed .. . 
from the records of Captain Cook 
and the reports of the early Span- 
ish missionaries to the impressions 
of Robert Louis Stevenson, Somer- 
set Maugham and Nordhoff and 
Hall. 

Howe and Strauss went to the 
islands . . . to Tahiti . . . Bora 
Bora . . . the Tuamotos and sub- 
merged themselves in native life . . . 
both to get the feel of it first hand 
and to win the confidence and co- 
operation of the people. For weeks 
they lived in thatched huts .. . 
spearfished by torchlight .. . 
learned to weave palm fronds .. . 
listened to the fantastically long- 
memoried elders who have pre- 
served the people’s history from the 
beginning on the tablets of their 
minds. The ancient music of the 
Tahitian nose-flutes was _ re- 
corded . . . together with hymns, 
dances, and the modern songs of 
the island to obtain a blended im- 
pression in sound of the changing 
character of Tahitian life. 


Captures Mood of Island 


A deft combination of sound . . . 
color narration makes this 
primarily a mood picture . . . the 
kind of cinematic reporting that 
impresses its truth on your senses 
as well as on your mind. The 
lens finds many symbols for Poly- 
nesian attitudes in both people and 
objects . . . stamens and _ pistils 
weaving in the close-up blossoms 

. turgid crescendos of drums 
and dancing feet . . . red moods 
and blue and yellow. Claude 
Dauphin, the warm-voiced, gentle 
actor who narrates Island Under 
the Wind, is French, as is Tahiti, 
and he serves, also, as part of the 
mood the film creates. 

Many Tahitian people take 
part—they are wonderful actors, 
though they “act” not at all... 
just do the natural thing with never 
an inhibition. 


How to Get the Picture 


Islands Under the Wind will be 
available to adult audiences and 
TV stations through sales offices of 
Pan American... and should 
find a wide and receptive audience. 
For this film accomplishes exactly 
what such a film should. 
through its adroit and perceptive 
balance of cinematic techniques 
and content, it is, for the viewer, 
an “experience” that triggers re- 
actions on a deep and rewarding 
level . . . an “experience” second 
only to going there yourself. a 
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“Gateways to the Mind” 


The Bell System Continues Its Contribution to 


Seienee Edueation with a Film on the Senses 


AKING A SCIENTIFIC subject 
M understandable and interest- 
ing to non-scientific audiences isn’t 
an easy task. But with each suc- 
ceeding film production in its Sci- 
ence Series, the Bell System is mov- 
ing closer to this goal. 

In Gateways to the Mind, fifth 
and latest film in the series and the 
first produced for the Bell System 
by Warner Brothers, the fascinat- 
ing story of what scientists have 
learned about the human senses is 
told with a naturalness and sim- 
plicity that should make it an ef- 
fective instrument of communica- 
tion at virtually all educational 
levels. 

186-Station TV Premiere 

Following preview showings to 
educators and the press, Gateways 
to the Mind had its national pre- 
miere October 23 over a coast-to- 
coast NBC-TV network of 186 
stations. A delayed broadcast was 
made November 2 over a 30-sta- 
tion tv network in Canada. Bell 
System employee groups viewed 
the film at a series of specially- 
arranged previews. 

Coincident with its tv premiere, 
16mm prints were made available 
through Bell System business of- 
fices for showings to school and 
college audiences, and to scientific 
and general audience groups. A 
total of 537 prints are being made 
available for this purpose. 


Millions Saw Earlier Films 

With the encouragement of ca- 
reers in science as its underlying 
aim, Gateways to the Mind is a 
most worthy addition to earlier 
Science Series production: Our Mr. 
Sun, Hemo the Magnificent, The 
Strange Case of the Cosmic Rays, 
and The Unchained Goddess. 
These dealt, respectively, with 
man’s efforts to harness solar en- 
ergy, blood and the circulatory 
system, cosmic rays and their ef- 
fects on man, and what makes our 
weather. 

An audience estimated at 180 
million persons has viewed these 
earlier films—167 million of whom 
were reached by television broad- 
casts over U.S. and Canadian sta- 
tions, and an additional 13 million 
in showings to school, club and 
civic organizations. Individual films 
have been booked for as many as 


NUMBER 7 ° 


VOLUME 


four separate showings before the 
same school audience. 


Our Senses are “Gateways” 


With Dr. Frank Baxter, who 
appeared in each of the four pre- 
vious programs, as its central fig- 
ure and narrator, Gateways to the 
Mind, an hour-long film in full 
color, shows how we receive stimu- 
lations through our senses, trans- 
mit them as electrical impulses 
through the nervous system to the 
brain for possible action, and store 
them in our memory for future 
reference. 

Much of the effectiveness of 
Gateways to the Mind stems from 
the natural manner in which its 
story unfolds, a tribute to a fine 
job of scripting by Henry L. Green- 
berg and perceptive direction by 
producer-director Owen Crump. 


Sound Stage is “Laboratory” 


The huge Warner sound stage 
became a laboratory for the pro- 
duction; it is the setting for the 
story, and most of the film’s action 
takes place there. Threading his 
way through a maze of cables, 
backings, catwalks and arc lights, 
Dr. Baxter wanders about the 
stage, telling his story to a produc- 
tion crew. Using sound stage equip- 
ment—such as recording equip- 
ment and cameras—as props, he 








Above: huge plaster replicas from Michelangelo's statue of David 
help Dr. Frank Baxter explain story of the human senses. 


explains the functions of the ear, 
the eye, and other senses. 

This friendly, informal manner 
of unreeling science holds the 
viewer's attention, and kindles a 
desire to follow as the story un- 
folds—opening a gateway to the 
mind. 

In response to questions from 
the production crew, Dr. Baxter 
traces what science has learned 
about the human senses from the 
time of Aristotle (400 B.C.) to 
the present. He tells how science 
has discovered that there are more 
than the five senses—sound, taste 
touch, smell and sight—that Aris- 
totle thought existed. There are 


Below: the entire sound stage becomes a set for Dr. Frank Baxter (left) 
and Louis Charles in creatine this scene for “Gateways to the Mind.” 
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others, like pain, balance, and fla- 
vor. 


Taste Combines Four Senses 


For example, taste is shown as 
being a complex of four individual 
senses, each having its own taste 
buds in the mouth and tongue. 
These taste buds transmit separate 
signals to the brain when they are 
stimulated by sweet, sour, salty 
or bitter substances. The combina- 
tion of taste and smell produces 
flavor. Thus, if you have a heavy 
cold and your nose is blocked, you 
may not be able to tell the differ- 
ence between an onion 
apple; you get only the 
taste for both. 


and an 
“sweet” 


Uses Many Film Techniques 

Blending live camera scenes with 
diagrams, animation, giant plaster 
replicas of the eye, ear, nose and 
mouth (built for the production 
from Michelangelo's famous statue 
of David), and charts of the brain 
and nervous system that are many 
times life-size, Gateways makes et 
fective use of virtually every film 
technique. 

In explaining the functions of 
the human eye, for example, D1 
Baxter first compares it with a 
motion picture camera, taking his 
lead from a question put by the 
cameraman on stage. The camera 
itself then takes over, peering into 
the eye to show the retina, the only 
part of the human body where a 
part of the nervous system can be 
seen directly. Then animation is 
used to show how the “messages” 
imprinted on the retina are “tele 
(CONTINUED 64) 
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direct audio-visual activities of 
a number of America’s leading 
business corporations met last 
month beneath the ivy-clad walls 
of Princeton University. Welcom- 
ing speaker and honored guest at 
the annual fall meeting of the In- 
dustrial Audio-Visual Association, 
held at the Princeton Inn on Octo- 
ber 14-16, was New Jersey's gov- 
ernor, Robert D. Meyner 

“The process of civic education 
of adults as well as young people 
has been stimulated and invigor- 
ated by the development of mass 
media use of visual 
Governor Meyner. “Many lasting 
impressions are created in the 
mind which outlast the name of 
the product or the picturization of 
a process.” 

The official state film This /s 
New Jersey was presented follow 
ing the governor's introductory 
remarks. It was cited as an exam- 
ple of a public service motion pic- 
ture that has won many friends for 
the state and for its sponsor. Fred 
J. Griffin, Jr., public relations 
manager, New Jersey Bell Tele- 
phone Company, made the pres 
entation 

Mr. Griffin labeled the results 
his company has obtained from 
the film as “far beyond our wildest 
dreams.” Thus far, the film has 
had 17,500 showings to a million 
and a half people. Reaction in the 
state has been phenomenal, with 


aids,” said 


Below: Dan Rochford, New Jer- 


sey Standard, introduced labor 


musicologist Joe Glaser to group 








Industrial A-V Executives 
Hold Fall Meeting at Princeton 


Communication Trends Highlight [AVA Program 


Pictured at left: Governor Robert D. Meyner welcomes Industrial 
4udio-Visual Assn. At right: Frank Greenleaf, 1AVA_ president. 


A typical [AVA workshop 


thousands of letters of appreciation 
received in addition to a similar 
response from outside the state. 
The three-day program of study, 
review and discussion of trends in 
audio-visual communication in- 
cluded visits to the Bell Telephone 
Laboratory at nearby Murray Hill, 
the Princeton University “Percep- 
tion Laboratory” and to the Opin- 
ion Research Corporation. 
William H. King, co-ordinator 
of audio-visual education for the 
State of New Jersey, told IAVA 
members that business-sponsored 
films were appreciated by teachers 
because they were often more au- 
thoritative and up-to-date than 
other sources of information. How- 
ever, he cautioned industry that 
the standard complaint of educa- 
tors against “too much advertising 





Above: Mr. Glaser, Education Di- 
rector, AFL-CIO Rubber Work- 
ers, traced labor's history in song. 





session at the Princeton Inn. 


in films” was as valid today as ever 
in the past. 

Mr. King cited both good and 
bad examples. An oil company 
film, supposedly non-commercial, 
brought the sponsor’s name into 
sharp focus on a smoke stack fea- 
tured in every other scene; another 
short film contained 53 mentions 
of the sponsor. While these were 
really flagrant examples, he said, 
excessive advertising had led to 
the complete restrictions on the use 
of sponsored materials in some 
communities — specifically, South 
Orange and Maplewood, in New 
Jersey. 

On the other hand, he praised 
such pictures as the Greyhound 
series and Alcoa’s Unfinished 
Rainbows as being careful and 
considerate of their school audi- 
Below: Ralph Fairchild, LeTour- 


neau-Westinghouse (left) visits 
with Roy Mumma of U. S. Steel. 
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ences. He urged sponsors to make 
films shorter (not exceeding 20 
minutes) and to consult with edu- 
cators before production—not 
after—when it is too late. 

Henry B. Bachrach, communi- 
cations specialist, General Electric 
Company, told the executives’ 
group that communications men 
were often too concerned with the 
“mechanics of communication.” 
He said that ideas were all-impor- 
tant; that business urgently needs 
to communicate and that it is up 
to audio-visual men to lead the 
way, to face up to the job of sell- 
ing management on the usefulness 
of their ideas and their tools. 

At Princeton’s “Perception Lab- 
oratory” the IAVA group saw 
demonstrations of the psychology 





Above: Jim Craig of General Mo- 
tors exchanges secretarial data 
with Al Morrison, Socony-Mobil. 


of visual perception, conducted by 
Dr. Hadley Cantril, professor of 
psychology. The field trip to Bell 
Laboratories provided insight into 
(CONTINUED ON PAGE 54) 
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The therapist helps as actor Liam Clancy per- 
forms memorable role as the patient. 
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Practicing mat exercises under a_ therapist's 
guidance on the slow road back to life .. . 


To Recruit Youth for Therapy 


“The Return” Shows Physical Therap, ‘s Vital Role in Rehabilitation 


SPONSOR 
ation. 


American Physical Therapy Associ- 


TitLe: The Return, 38 min., b&w, produced 
by MPO Productions, Inc. 


Only in comparatively recent years has so- 
ciety given full recognition to the vital import- 
ance of the physical therapist in helping back 
to a life of usefulness many persons who would 
otherwise have been hopelessly crippled as a 
result of accident or injury. 

The need for such skilled therapists today is 
urgent—so urgent that the Office of Vocational 
Rehabilitation of the Department of Health, 
Education and Welfare authorized a special 
grant to the American Physical Therapy As- 
sociation for the making of this motion picture. 
One of its principal uses, under the terms of 
the grant, will be to recruit young people into 
the field of physical therapy by showings in 
high schools and colleges throughout the coun- 
try. 

Film Will Help in Training Work 

The film will have a second important field 
of application. It will be used for in-service 
training, not only to portray physical therapy, 
but also to show the effectiveness and necessity 
of the multi-disciplinary approach to rehabilita- 
tion. 

For in its complete sense rehabilitation is 
only partly the job of the physical therapist. 
It is a job shared in by the social service worker, 
the psychologist, the occupational therapist, the 
vocational guidance counselor — all working 
under the over-all supervision of the physician. 





The Return depicts the human and dramatic 
side of rehabilitation through the story of a 
youthful paraplegic who receives a_ serious 
spinal cord injury in an auto accident. 


Visited Eight Hospitals for Data 


To get this story, the MPO team of Murray 
Lerner and Lloyd Ritter, who produced, di- 
rected and wrote the film, spent months in at 
least eight different hospitals gathering tape 
recorded impressions from therapists and pa- 
tients on the specific details of physical therapy 


for the handicapped. The result is a represent- 
ative picture of the meaning of rehabilitation. 

The cast includes Liam Clancy, Robin How- 
ard, and the patients and staff of the New York 
State Rehabilitation Hospital in Haverstraw, 
where the film was photographed. 

MPO Productions has specialized in the film- 
ing of public service motion pictures on med- 
ical and related subjects for more than a decade. 
Among the company’s past and current cilents 
are The American Heart Association, Eli Lilly, 





“The Return” may not mean full recovery but 
at least he’s back home and on his own .. . 


Johnson & Johnson, Charles Pfizer, and E. R. 
Squibb and Sons. Films in this area have in- 
cluded Secrets of the Heart, The Valiant Heart, 
Play It Safe, The Good Seed, | Open The Door, 
and The Quest. 


MPO Team Cooperated on Other Films 


Ritter and Lerner began their film careers at 
Harvard with the feature-length film, Touch of 
the Times, selected by LIFE magazine as a 
“Movie of the Week.” Later they formed their 
own company, producing such notable motion 
pictures as Jt Takes Everybody, Witch Doctor, 
and Secrets of the Reef. 

At MPO, Ritter and Lerner have worked as 
a producer-writer-director team on films for 
American Cyanamid, Remington Arms, Rey- 
nolds Metals, and others. Recently they com- 
pleted a 45-minute film for Harvard Univer- 
sity. Their work is noteworthy. ld 


A Study in Urban Traffic: 


Metropolis in Motion 


New York’s Port Authority Shows 


Modern Facilities to the Public 


Sponsor: The Port of New York Authority, 
and the Triborough Bridge and Tunnel 
Authority. 


TITLE: Metropolis in Motion, 282 min., color, 
produced by Audio Productions, Inc. 


vy Without the almost adequate arteries of 
transportation which now exist, the 15 million 
inhabitants of New York’s metropolitan area 
would have strangled in a tangle of traffic many 
years ago. As it is, this world’s largest urban 
concentration is hard put to barely stay even 
with the ever-increasing tides of cars (now 
4 million) , busses, trains and ships which choke 
its streets, bridges, tunnels and 650 miles of 
waterway. 

Responsibility for moving much of this mass 
of vehicles through and about the area lies with 
the Port of New York Authority, established 
by the states of New York and New Jersey in 
1921, and its fellow agency, New York’s Tri- 
borough Bridge and Tunnel Authority. These 
authorities are self-supporting entities which 
build highways, terminals, bridges and tunnels, 
collect tolls, issue bonds, and must find support 
and good will not only from the states and 
municipalities in the Port area, but from the 
general public. 

Films Important in the PR Program 

An important part of the job of explaining 
its activities and engendering good will for the 
Port Authority has been a series of films which 
has been presented to metropolitan audiences 
at regular intervals. Metropolis in Motion, 
sponsored, in this case, in cooperation with the 
Triborough Authority, is the most recent of 
these films. 

An example of the necessity of constantly 
explaining its job and its plans can be seen in 


Below: one of New York’s major traffic arter- 
ies, the Lincoln Tunnel approach, is pictured 
in “Metropolis in Motion.” 











a recent hearing of New York City’s Board of 
Estimate, when John Cashmore, Borough 
President of Brooklyn, lashed out at a prime 
project of the Port—the Narrows Bridge (a 
subject which, incidentally, forms a significant 
part of the new film.) Mr, Cashmore, miffed 
because his Borough stands to lose $45 million 
in property removed from the tax rolls to pro- 
vide approaches and expressway access to the 
bridge, said “no demand for the Narrows 
Bridge exists except from business leaders who 
have been brainwashed by Port Authority 
propaganda.” 
Film to Help Get Public Support 

While “brainwashing” is certainly an over- 
wrought term for the Authority’s public rela- 
tions activities, the Port does do a most excel- 
lent job of putting its best foot forward. 
Preponents of the bridge, who far outnumber 
Mr. Cashmore and his group, include most 
city, state and federal officials concerned with 
the project, most of the general public, and 
New York’s Governor Averill Harriman, who 
favorably describes the Authority’s work as 
“an obligation to consider the needs not only 
of today, but of the next half-century.” 

Metropolis in Motion, which was scripted by 
Oeveste Granducci, is a grand overview of all 
the work of the Authorities, including many of 
the projects planned for the future. 227 differ- 
ent scenes are included in the film, many taken 
from an airplane especially modified for this 
job by producer Audio Productions. The in- 
tricate clover leafs from above, and the intri- 
guing color shots of tunnels and subways (shot 
in available light on Super Anscochrome) are 
not the gist of the story but the background. 
Through models, drawings and other devices 
the film plumps hardest for the fact that what 
has been done is only the beginning—that the 
Authorities are now beating the strangulation 
by imaginative planning of new projects and 
efficient operation of existing facilities. 

How the Picture Will Be Distributed 

The Port of New York Authority will dis- 
tribute the film through its own facilities—one 
of which is a speakers’ bureau that has long 
been a popular attraction for metropolitan 
group audiences. Other uses of the film by 
the Port: to promote industry in the area, and, 
internationally, to tell foreign audiences more 
about the Port’s attractions. 

The Triborough Bridge and Tunnel Author- 
ity will utilize the services of Association Films 
in reaching large groups of Metropolitan 
audiences. } 


The Committee on Non-Theatrical Film 
Events, organized last year in Washington by 
a representative group of 16mm film leaders, 
met recently to review plans and policies for 
the year ahead. 

All U.S. entries for the Edinburgh and Ven- 
ice Film Festivals will again be handled by this 
voluntary agency, as the exclusive representa- 
tive in the U.S. for these events. Harold 
Wigren in the Department of Audio-Visual 
Instruction, National Education Association in 
Washington, is serving as CINE’s representa- 
tive in the nation’s capitol. ag 





Pageantry at West Point as the famed Cadet Color Guard parades. 


Film Lift for Physical Fitness 


Gillette-Sponsored Picture Presents Athletic Program at West Point 


Sponsor: Gillette Safety Razor Company. 


TITLE: Fitness for Leadership, 13% min., 
color, produced by Audio Productions, Inc. 


* The Gillette Company, perennial TV and 
radio sponsor of most championship sporting 
events, enters into its first venture in docu- 
mentary films with Fitness for Leadership, 
which describes the physical fitness program 
of the United States Military Academy at West 
Point. 

The film is a contribution to the work of 
the President's Council on Youth Fitness. It 
is a natural for sports-minded Gillette, and is 
part of an overall public relations program 
engineered for the company by Hill & Knowl- 
ton, Inc. 

The picture is designed to give students and 
teachers ideas and inspiration toward setting 
up more effective youth fitness programs on the 
local level. It is being given nationwide dis- 
tribution to junior and senior high schools 
(through Modern Talking Picture Service) 
with 300 prints available for the purpose. An 
additional 110 prints will be used by the Pres- 
ident’s Council, West Point Association, Army 
film libraries and the Gillette Company. 

West Point’s physical education program 
was selected as the subject for the film be- 
cause of its emphasis on full participation. At 
West Point it’s “Athletics for All,” throughout 
the cadet corps for the entire four-year pro- 
gram. All cadets, not just those on the varsity 
teams, are trained as athletes, for the Military 
Academy has found the cadets who are physi- 
cally fit are more often fit to succeed and to lead 
in academic work, too. 

Fitness for Leadership, which was photo- 


graphed entirely at West Point, shows how 
cadets undergo basic physical conditioning; re- 
ceive instructions in a wide variety of sports 
skills, especially those “carry-over” sports, 
which can be enjoyed throughout an active life- 
time; participate in intramural or varsity sports 
activities, and gain experience in athletic coach- 
ing and administration. 

Lt. Col. Frank J. Kobes, Jr., director of 
physical education at West Point, who narrates 
part of the film, has expressed the hope that 
the program shown in Fitness for Leadership 
may be useful to other schools. 


The following message from President Eisen- 
hower, (USMA, °15) closes the film: 


“Our national policies will be no more than 
words if our people are not healthy of body as 
well as of mind. Our young people—our most 
precious asset—must be physically as well as 
mentally and spiritually prepared for American 
citizenship. 

“There is a need for arousing in the Amer- 
ican people a new awareness of the importance 
of physical and recreational activities that our 
young people may achieve a proper balance of 
physical, mental, emotional and __ spiritual 
strength.” I 


Sports at 
the Point: 
cadet 
teams com- 
pete for 
brigade 
honors in 
volleyball. 











Film Book of Rail Rules 


IMineis Central Puts Its Transportation Rules 
into an 80-Minute Film for Operating Employees 


The Illinois Central Railroad 
has made its current “rule book” of 
transportation regulations into a 
16mm motion picture in sound and 
color, for use by its rules exam- 
iners in teaching employees of its 
Operating Department the rules 
and regulations required for the 
railroad’s safe operation. 

Titled Block Signal, CTC and 
Interlocking Rules, the 80-minute 
film brings to life many of the 
























problems and situations that gener- 
ations of Illinois Central operating 
personnel have had to dig out of 
the operating man’s bible, “Rules 
and Regulations of the Transporta- 
tion Department.” It is believed to 
be the first film of its kind pro- 
duced by a United States railroad. 


95 Rules Are Illustrated 


The film deals with 95 selected 
rules, regulations, definitions, gen- 


While retired IC 
examiner Albert Pitzer 
narrates the rules, 
viewers read them by 
means of a split-screen 
technique. 


Animated sequences 
are used to explain 
regulations that 
govern operation 
through block 
signals and at 
restricted speeds. 


Screen is silent 
as block signals 
take over fora 
run through 21 
miles of track 
under Central 
Traffic Control. 


eral notices and operating proce- 
dures outlined in the current issue 
of the “rule book.” 

Some of the rules governing train 
operation shown in the motion pic- 
ture are those pertaining to opera- 
tion through block signals, central 
traffic control and automatic train 
stop (cab signal) territory. Regula- 
tions dealing with train speeds, 
movements through interlockers, 
and fixed signals, as well as situa- 
tions such as excessive sanding of 
rails affecting signal operation, are 
aptly illustrated by scenes and se- 
quences in the film. 


21 Miles of Silence 
An unusual feature of the mo- 
tion picture is the showing of the 
operation of a train through 21 
miles of CTC (central traffic con- 
trol) territory from Otto to Gil- 


At preview showing, Lex B. Harper (left). 
print of new film to R. O. Bodell, Chicago superintendent. 


man, Ill., in which the entire mes- 
sage for the trip is conveyed by the 
block signal indications in the 
scenes. In this sequence, the sound 
track is silent. 


All scenes and situations pic- 
tured in the Rules film were made 
on the route of the Illinois Central, 
in places as varied as Memphis, 
Tenn., Champaign, Ill., and New 
Orleans. Only Illinois Central em- 
ployees appear in the production, 
to show the manner in which ob- 
serving the rules leads to safer and 
better railroad operation. 

General notices to the effect that 
“safety is of the first importance in 
the discharge of duty,” and that 
“obedience to the rules is essential 
to safety,” lead into the more de- 


tailed presentation of the railroad’s 
rules concerning the movement of 
trains. In all, besides the general 
notices, 22 definitions and 71 rules 
and regulations are presented and 
exemplified in the film. 


A Rules Examiner’s Idea 

The motion picture was the idea 
of rules examiner Albert S. Pitzer, 
now retired. It was written, nar- 
rated, and under the technical di- 
rection of Mr. Pitzer, and produced 
for the rules examiner by the 
Audio-Visual Services Section of 
the Illinois Central Personnel De- 
partment. Material was adapted 
to motion pictures, photographed 
and directed by John T. Hawkin- 
son, manager, Audio-Visual Ser- 
vices. 

Following a recent premiere 
showing before a group of the 





rules examiner, presents first 


railroad’s supervisors in Chicago, 
Otto H. Zimmerman, vice-presi- 
dent, Operating Department, an- 
nounced that the Rules film would 
be put into immediate use in train- 
ing Operating Department person- 
nel. Use of the film will be under 
the direction of Lex B. Harper, 
rules examiner for the railroad. 
Illinois Central’s film library has 
prints, and in future months it will 
be shown to operating men on 
the system at all divisions and 
terminals. 


Prints Offered Other Roads 

The Illinois Central also is mak- 
ing prints of the film available to 
other American railroads for use 
in their operations training pro- 
grams where applicable. 4 


Useful Film Lists Available in Reprint Form 


Convenient, letter-size check- 
lists of readily available free and 
rental 16mm sound films (Sales 
Training List; Management Films, 
etc.) are currently being offered 
by BusINESS SCREEN at only 25c 


BUSINESS 


per list. A Science Film list is also 
in process. Orders should be di- 
rected to Reader Reference Serv- 
ice, BUSINESS SCREEN, 7064 Sheri- 
dan Road, Chicago 26, Ill. Lists 
sent by return mail. mg 


SCREEN MAGAZINE 














FILM TECHNIQUES FOR BUSINESS AND EDUCATION 


As Reported to Members of the Society 


of Motion Picture & Television Engineers 


T HE Society of Motion Picture 

and Television Engineers, 
whose members are for the most 
part engaged in the science and 
techniques of film making, gave in- 
tensive consideration to the crea- 
tive and economic aspects of the 
business and educational film fields 
during sessions of its 84th semi- 
annual Convention last month in 
Detroit. 

Recognizing that the making of 
motion pictures for business and 
education is fast becoming the most 
significant factor in the industry's 
growth, and will become even more 
important in the future, the 
SMPTE devoted four separate ses- 
sions during its five-day meeting to 
papers and discussions on _ this 
subject. 

Beginning with an analysis of 


the growth of the business motion 
picture field, SMPTE members 
heard reports on such topics as the 
use of “loop” films as an effective 
means of teaching verbal skills, and 
the ways in which industrial plants 
are making motion pictures an in- 
tegral part of their in-plant super- 
visory, teaching and training prog- 
rams. 


The growing importance of films 
in the field of education, both as 
teaching aids and in some cases as 
an extension of classroom work, 
was explored as another potentially 
important growth area. 


BUSINESS SCREEN presents on 
these pages a condensation of some 
of the papers presented at these 
sessions which we believe to be of 
special interest to our readers. 


GROWTH ANALYSIS 
of Business Film Usage 


by John Flory and Thomas W. Hope* 


T= FieLD OF non-theatrical 

tilms—often referred to as the 
“audio-visual” field—represents in 
itself an industry accounting for an 
annual expenditure of upwards of 
a quarter billion dollars. 

U.S. non-theatrical films, for 
Statistical purposes, break down 
into these main categories: 

Those sponsored (originally 
paid for) by business and industry; 
those sponsored by governmental 
agencies (federal, state and local); 
non-sponsored educational films; 
religious films; civic, social welfare 
and recreational films; medical 
films; and experimental, avante- 
garde and miscellaneous films. 

Excluding motion pictures pri- 
marily made for tv distribution, 
and footage shot for research and 
development and classified military 
purposes, it is estimated that about 
7,300 U.S. non-theatrical films will 
have been produced in 1958. By 
category, these divide as follows: 

Business and Industry, 4,500; 
Government, 1,500; Education, 
500; Medical, 300; Religious, 200; 





*Mr. Flory is Advisor on Non-Theatrical 
Films, Eastman Kodak Company; Mr. Hope 
is Assistant to the Advisor. 
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year. 


VOLUME 


Civic, Social, etc., 200; Experi- 
mental, Avante-Garde, etc., 100. 

In terms of dollar volume (ex- 
cluding Experimental) the main 
sub-divisions line up in this order: 
Business and Industry, $150,000,- 
000; Government, $48,000,000; 
Education, $27,000,000; Religious, 
$15,000,000; Civic, Social, $8,- 
000,000; Medical, $7,000,000. 

The 1958 total of $255 million 
is down slightly from the 1957 
estimated total of $257 million. In 
general, it is estimated that the 
number of productions in 1958 
exceeded the previous year, al- 
though production budgets were 
more modest and fewer release 
prints were struck off per picture. 
The business recession accounted 
for this year’s slight decline. 

The trend is toward the produc- 
tion of an increased number of 
non-theatrical motion pictures each 
A confidential study by 
Opinion Research Corp. (1957) of 
100 large U.S. corporations shows 
that from 1950 to 1956 the use of 
films by these companies increased 
from 48% to 85%. 

Expenditures for business and 
industrial films and a-v in 1958 


19 +* 1958 


($150,000,000) are estimated as 
follows: production, $65,000,000; 
prints, $28,000,000; distribution, 
$24,000,000; projectors, $12,000,- 
000; other a-v, $21,000,000. 

In relative importance, the busi- 
ness film dollar is spent about as 
follows: 1) Sales Films; 2) Ad- 
vertising Films; 3) Public Rela- 
tions Films; 4) Industrial Relations 
Films; 5) Research and Develop- 
ment. Many films in the last two 
categories are in-plant productions. 

Who produces America’s busi- 
ness films? Broadly speaking, at 
least 6,800 different production 
units. Of these, 550 have six or 
more permanent employees; the 
largest have upwards of 500 re- 
gular employees. The average top 
producer has a full-time staff of 
between one and two dozen. 

A second group of producing 
units, approximately 2,450 in num- 
ber, each has from two to five per- 
manent employees on its staff. It 
is estimated that there are about 
3,800 one-man production units in 
the country, including professional 
motion-picture producers and in- 
plant production staffs. Most of 
the latter are among smaller units. 


Of the 283.000 manufacturing 
firms in the U.S., some 9,000 make 
some use of motion pictures, About 
6,000 of these companies use in- 
plant facilities; half of these, or 
3,000, have films produced by out- 
side commercial producers. 

There are probably several thou- 
sand more potential sponsor cus- 
tomers for outside commercial 
producers as smaller manufactur- 
ers up-grade their sponsorship re- 
quirements. Originally it took a 
relatively large company to derive, 
aS a sponsor, maximum benefit 
from the use of business motion 
pictures. Today, the existence of 
over half a million audiences 
equipped with their own 16mm 
sound film projectors means that 
profitable use of the medium can 
be enjoyed by firms of modest size. 

The National Defense Education 
Act of 1958 calls for a vast re- 
search program on more effective 
methods of using motion pictures, 
tv and other audio-visual aids. Re- 
sults of these findings, as well as 
the impetus given to educational 
films, cannot help but stimulate 
the business motion picture field as 


well. Id 


THE CHALLENGE > 
Facing the Film Producer 


by Henry Ushijima* 


7 HE COMMERCIAL film producer 
works in the closest relation 
with American Business. He brings 
his special talents to aid in the ac- 
complishment of a task important 
to the given company or industry 
group. His specialized abilities are 
used to help solve a problem or 
take advantage of an opportunity. 
The very first challenge facing a 
commercial producer is to be inter- 
ested in the problem or opportu- 
nity. If one cannot develop a lively 
and profound interest in the prob- 
lems which a client brings a pro- 
ducer, he will be neither happy nor 
effective in his work. 

When a producer is genuinely 
interested in his client’s business; 
when he has worked with and 
comes to know the people who are 
building that business; when he has 
wrestled with and analyzed the 
given problem in a cooperative ef- 
fort with the people representing 
the client, he finds that he has been 


*Mr. Ushijima is Executive Producer at 
John Colburn Associates, Wilmette, Il. 


facing a second challenge — the 
challenge of making the client's 
problem his own problem. 

A company came to us to have 
a film made. It was a small com- 
pany, just beginning in its field. 
They had made a net profit the pre- 
vious year of about $60,000, and 
were willing to spend $15,000 on 
a film. To those of us who worked 
on the film, realizing that the com- 
pany was spending a quarter of its 
annual profit on this single project, 
represented a tremendous respon- 
sibility. We all shared the client's 
hopes—we shared his sense of ur- 
gency his problem became 
our problem. 

One might feel that it is easier 
to develop interest in a situation 
of that sort, with a small com- 
pany, than with a large corpora- 
tion. One might feel that when 
some industrial giant spends 50 
or 75 or 100 thousand dollars on 
a film project, the sense of urgency 
is lacking; it is such a small per- 
(CONTINUED ON NEXT PAGE) 
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centage of the money they spend. 
But this is to forget the vital heart 
of the matter; that the producer 
works not just with the business, 
but with people. 

Somewhere in that giant cor- 
poration is a person or a group of 
people to whom the effectiveness 
of that film is a vital matter, be- 
cause they are charged with the 
responsibility of having it made. 
If one’s interest is in people, and 
in helping people accomplish their 
task, it doesn’t matter what size 


the company is. The challenge is 
still the same: to work with some- 
one else’s problem with such an 
interest that its solution brings 
personal satisfaction, not only to 
the client, but to the producer. 
The fundamental challenge to a 
producer of commercial films is 
to think of himself, and make him- 
self, a valuable partner to Ameri- 
can industry. We exist and prosper 
to the extent that we serve Amer- 
ican business and those who 
built it. Va 


LOOP FILMS 
in Verbal Skill Training 


by Robert K. Daker* 


| thio -JOB training in mechan- 
ical and procedural skill—if 
we include the guild and apprentice 
systems—has been with us a long, 
long time. But only in recent years 
has business begun to realize that 
training has equal pertinence in 
that area sometimes referred to as 
“human relations.” For example: 

A foreman talks with a worker 
whose performance has become 
unreliable. A salesman conducts 
a fact-finding interview with a 
prospect to determine how best to 
serve him. A bill collector ex- 
plores an area of possible com- 
promise with a debtor whose ac- 
count is delinquent. A bank teller 
resolves an irate despositor’s doubts 
as to the fairness of the bank’s 
charges. 

Different as these individual jobs 
are, they do have two elements in 
common: first, the basic tool for 
performing each job is verbal skill: 
and second, as opposed to most 
jobs, each is performed away from 
sources of friendly observation, of 
helpful advice, and of valuable 
criticism. Under these conditions, 
then, how are we to help these men 
improve their skills? 

With loop films we simulate ac- 
tual job conditions. We recreate 
actual communications problems 
and provide opportunities for prac- 
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tice, which we know is the only 
way to improve a skill. 

In these loop films the role of 
the salesman or teller or adjuster— 
whatever group is being trained— 
is taken by the trainee himself. He 
must actually talk to examples of 
persons he normally must influence 
on his job, who appear on the 
screen. Under the guidance of a 
leader, and with the advice and 
encouragement of his fellows, he 
guides the interview to a success- 
ful conclusion while the film is 
running. 

If the trainee isn’t successful, it 
is not serious, for the loop films 
can be run repeatedly without re- 
winding or rethreading until the 
employee has solved in his own 
words the problems posed on the 
screen. 

The training technique follows 
three steps. Step No. | is the 
Pattern film. In this film, the 
group observes a skilled perform- 
ance in the handling of a related 
problem, just as they would study 
the performance of any other skill 
before trying it themselves. They 
hear the person who represents the 
problem, but they don’t see him. 
All they see is someone like them- 
selves performing. This is a deli- 
berate atttempt to have the group 
experience what it is like to be on 
the receiving end of their job. The 
film is run several times so that 
the group has firmly fixed in its 
mind just what is going on. 

In Step No. 2, the group sees 
the person who represents the 
problem on the screen. This is 
called the correlated practice loop. 


*Mr. Daker is Executive Vice-President of 
Seminar Films, New York City 


The audio part taken by the skilled 
performer is dropped out com- 
pletely; each man in the study 
group takes his turn in dealing 
with the person on the screen. An 
indicator along the bottom of the 
picture shows the trainee how 
much time he has to answer the 
particular problem. It amounts 
to setting up a verbal sparring 
partner for the trainee to present 
the situation and let the trainee 
sharpen his skill by practicing what 
he has learned from the pattern 
film. 

Step No. 3 is the “free practice” 
loop. There may be several loops 
in this series, each with a different 
set of circumstances and personali- 


ties and different points of view. 
The situation changes from loop to 
loop; the trainees are completely 
on their own resources to work out 
solutions. If the trainee makes 
mistakes, he can be corrected, and 
he can try again until he feels able 
to handle almost any situation that 
might arise. It takes away any 
tendency to lean too heavily on a 
memorized version of what he 
learned in the past. 

Does it work? If we take the 
pragmatic view, it obviously does, 
for many of our leading companies 
are using the techniques, some in 
as many as four different areas. We 
have as yet no acceptable evidenc 
in the academic sense. I 


TECHNIQUE & FACILITIES 
for Visual Aids Production 


by Norman E. Salmons* 


This was a two-part presentation, 
the first outlining techniques for 
visual aids production, and the 
second describing facilities, equip- 
ment and a system for this purpose. 


* * ok 


eae COMMUNICATION 
through the use of visual aids 
is a great part of the answer to 
the problem of getting across to 
people a better understanding of 
both simple and complex subjects. 

Visual aids are utilized in indus- 
try for training, sales and sales 
promotion, advertising, technical 
reports, personnel recruitment, 
public relations, reports to manage- 
ment, and shareholder meetings. 

Although “short term” produc- 
tion techniques may be necessary, 
standards of appearance and effec- 
tiveness should be kept high. The 
speaker discussed preparation of 
artwork and all phases of still pho- 
tography in the visual aids field, 
and showed examples of visual 
techniques in both black-and-white 
and color. 

The facilities, equipment and 
staff required for producing visual 
aids in an in-service photographic 
department for industry include: 

Conference areas equipped with 
storyboards for planning confer- 
ences, and with special slide se- 
quence illuminators for working on 
slide presentations. Artwork pro- 
duction facilities should include 
drawing boards, hot press equip- 
ment, and art work supplies. 

Requirements for photographic 
production include studios, copy 
room and dark rooms, the latter 
for processing of black-and-white 
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and color film processing, for the 
printing and enlarging of either or 
both black-and-white and color 
film, and for filmstrip production. 
Other requirements include areas 
for light finishing, chemical mixing, 
and slide finishing. 

Sound recording requires a nar- 
ration room, a control room with 
tape, phono and magnetic film re- 
cording equipment, and high speed 
tape duplicating facilities. 

An effective “A-B-C” audio- 
visual production team was de- 
scribed. “A” has the problem of 
communicating to a group. He is 
a specialist in his field, is familiar 
with his audience, and is respon- 
sible for the outcome of the pre- 
sentation. “B”, a specialist in a-v 
communication, is skilled in com- 
munication practices and techni- 
ques. “C” is a technical expert in 
a-V production. 

These men hold a pre-planning 
conference to define subject, audi- 
ence level, and outline major 
points; a story card conference 
where major points are visualized; 
and a storyboard conference to 
clear the project for production. 

In form, a presentation may be 
a partial visualization, with visuals 
shown only at appropriate points 
in the talk; or a complete visualiza- 
tion, where there is always an 
image on the screen relevant to the 
continuity. 

Five general types of visualiza- 
tion were outlined: the picture se- 
quence, words on screen, symboliz- 
ing ideas, charts and diagrams, and 
action sequences. ay 


*Mr. Salmons is in the Audio-Visual Ser- 
vice Department, Eastman Kodak Company. 
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EXPERIMENTAL EVALUATION 
Sound Slidefilm v.s. Class Lecture 


by S. Dworkin and A. N. Holden* 


HIS EXPERIMENT ON the effec- 
tiveness of sound slidefilms as 
compared with classroom lectures 
was made with the first year class 
of the Communications Develop- 
ment Program at Bell Telephone 
Laboratories in 1957. There were 
120 students in this class, all grad- 
uate engineers or physicists. 

The teacher was Alan Holden. 
He was teaching these students a 
course in the Physics of Solids, and 
a part of this course was the sub- 
ject used for the experiment. 

We made four sound slidefilms 
representing four lectures of the 
course. The unit chosen was the 
Bonding of Atoms, because it was 
judged that this unit was well bal- 
anced as far as content was con- 
cerned—there was some abstract 
material, difficult to visualize, and 
some visual material which would 
be a natural for a visual medium. 

As teacher, Mr. Holden supplied 
the material for the slidefilms and 
wrote the scripts. Drawings were 
in black and white, with the use 
of some very simple techniques. 
There were about 150 frames in 
each strip and they ran about 45 
minutes. The teacher narrated, 
since we wanted as few variables 
between the slidefilm and the class- 
room lectures as possible. 


Throughout the production, a 
conscious attempt was made to in- 
troduce good continuity, pictorially 
as well as verbally. The aim was 
to keep away from an illustrated 
lecture. 

To evaluate the slidefilms, the 
class was divided into two equated 
groups based on kind of college 


*Mr. Dworkin and Mr. Holden are with the 
Bell Telephone Laboratories, Murray Hill, 
New Jersey. 


degree, grades on two previous 
physics courses and recitation sec- 
tion the students attended. One 
half of the class attended the lec- 
tures as usual; the other half 
attended the sound slidefilm screen- 
ings which were run by an opera- 
tor. Here no questions were asked 
or answered. In the classroom, 
questions were allowed. All the 
students attended their regular re- 
citation sessions, and were assigned 
their regular problems and read- 
ings. 

At the end of the four units, 
students were given a mid-term 
examination on the whole course, 
which contained questions on the 
filmstrip unit. We found no sig- 
nificant difference in the scores be- 
tween the two groups on either the 
experimental unit on Atomic 
Bonding or on the non-experimen- 
tal section of the mid-term examin- 
ation. 

From a questionnaire we asked 
students to fill out, we found that 
75% of them were willing to be 
taught by means of sound slidefilms 
of the type they had seen. Princi- 
pal objection to the slidefilms was 
that the rate of delivery was too 
fast, and that there was no op- 
portunity to ask questions in class. 

The type of sound slidefilm 
produced for this experiment can 
be made relatively inexpensively, 
and is an effective substitute for 
the teacher’s classroom lecture. 
Also, it can be re-run by the stu- 
dent for personal review. 

This limited study, we believe, 
indicates that the sound slidefilm 
may have a definite and important 
place as a substitute for a lecture 
and that it has probably been 
ignored too much as a teaching 
tool. I 


OPERATIONS RESEARCH 


on the Instructional Film 


by Loran C. Twyford* 


HE NEEDS for instructional 

films and how these needs are 
being met can be thought of as 
one operation. The factors in the 
operation include sound, picture, 
motion, color, cost, ease of prepa- 
ration, use and maintenance as 


*Mr. Twyford is at the Audio-Visual Cen- 
ter, Michigan State University, East Lans- 
ing, Mich. 
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well as other less important con- 
siderations. Instructional film re- 
search provides the guidance for 
evaluating the relative importance 
of these factors and pointing to 
design considerations in films and 
equipment. 

Research seems to indicate that 
sound is the most important ele- 
ment in the average instructional 
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film. One study suggested that 
about 70% of the learning was 
imparted by the sound track alone. 
But sound alone has its limitations. 
Tape recording and discs have 
been found effective for instruc- 
tion but they lack the ability of 
directing attention. 

The second basic need in an in- 
structional film is a picture or 
visual presentation. Silent films 
have been shown to be effective in- 
structional materials, but by itself 
the pictorial material is lacking in 
its communicability. 

Stereoscopic films were not 
found to improve the learning of 
a motor skill where depth percep- 
tion would appear to be most use- 
ful. As much learning occurred 
from a film lacking optical effects 
as from one having them. Learn- 
ing from early kinescopic record- 
ings which had very poor resolu- 
tion was as great as from films 
which were televised. 

The large number of filmstrip 
users attests to the lack of value 
applied to the factor of motion. 
Filmographs, sound films employ- 
ing still material, have been found 
to be as effective as a regular mo- 
tion picture. However, the atten- 
tion value of a motion picture is 
greater. 

Until recently films have been 
considered as visual aids to educa- 
tion, with the teacher always con- 
trolling the instruction. As aids, 
they were not indispensable, but 
auxiliary. 

With the teacher shortage of the 
past years there has come a reali- 
zation that films and television can 
perform the entire teaching func- 
tion. Research during the past 10 
years proves this to be so. When 
films are utilized in this manner 
they are justified on the basis of 
their own contribution, rather than 
as an aid. However, the cost of a 





course of instruction on film is too 
much to permit many schools to 
own the films. 

Based on research and some 
judgment, it is possible to unite 
the crucial factors into an ideal 
system. Sound and pictures must 
be provided at a cost not much 
greater than that for tapes and 
filmstrips. The greatest possibilty 
for this appears to be in reducing 
the provision of motion. If courses 
of instruction can be acceptably 
put on sound slidefilms, this type 
of instructional film may have great 
possibilities. Pennsylvania State 
University is presently conducting 
research on this problem for the 
U.S. Navy. 

It should be possible to produce 
films at low cost on entire seg- 
ments of instruction. This would 
permit revision by instructors as 
content changes. Films would be 
used for direct instruction, and the | 
instructor would devote his time 
to preparing new materials and 
counselling students. 

There should be a projector in 
each classroom, and films should 
be as numerous as books. The pro- 
jector should be capable of opera- 
tion by students and teachers with- 
out training. Certain films should 
be made by national experts, while 
others should be made economi- 
cally by local teachers for use in 
their schools. When these ideals 
are obtained, instructional films 
will assume a more dominant posi- 
tion in our educational struc- 
ture. Wd 


RESPONSIBILITIES 


of Classroom Film Producers 
by Alan Kellock* 


1TH NATIONS going all-out to 

built up their educational 
programs as part of a possible 
struggle for survival, the classroom 
film takes on a new and vital im- 
portance as a teaching tool. 

The classroom film has three 
distinct characteristics: 1) it is 
made for a specific educational 
audience; 2) the subject matter of 
the film is tied directly into the 

*Alan Kellock is with McGraw-Hill Text 


Films’ division, McGraw-Hill Book Co., New 
York. 


curriculum; 3) the film can be in- 
tegrated in its use with the text- 
book and other related instruc- 
tional materials. 

There are four broad types of 
films that can be classified as class- 
room films within the scope of the 
characteristics outlined above. 

1) Informational: to convey 
factual knowledge or understand- 
ing; 2) How-To: to demonstrate 
and teach a skill in some physical 
activity; 3) Open-End: to stimu- 
(CONTINUED ON NEXT PAGE) 





NEW LOOK AT TECHNIQUES: 


late constructive thinking and 
group discussion; 4) “Extended 
Teaching”: putting an entire 
course, Or a major part of it, on 
film, and making the teacher in the 
film, at least in part, a substitute 
for the classroom teacher. 

The producer of classroom films 
must make busic decisions as to 
subject matter, grade level, pur- 
pose, etc., at the start of the proj- 
ect. Market research is wise at this 
point, both within the producer's 
organization and through outside 
methods. Individual subject-mat- 
ter advisors are another source of 
help; authors of textbooks, or 
educators specializing in a particu- 
lar field. Where a series of films 
is planned, more than one such ad- 
visor may be used. 

Whether the educational film 
producer handles the entire pro- 
duction directly or whether he con- 
tracts it out, he is still responsible 
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for the finishing product. He must 
establish certain checkpoints at 
which the material is carefully re- 
viewed and given specific approval 
before further work is authorized. 

We have pre-tested 14 films be- 
fore student audiences prior to re- 
leasing them for general sale and 
use; as a result, changes were made 
in several of them that we believe 
improved them considerably. De- 
cision as to such changes are part 
of the producer’s responsibility. 
Another responsibility is to make 
available teaching guides for films. 

To see that adequate return is 
earned on investment, the producer 
must on the one hand guard 
against extravagances in produc- 
tion planning, and on the other he 
must be sure that his material ties 
in directly with prevailing curricu- 
lum trends and has sufficient qual- 
ity to satisfy both teachers and 
students. a 
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Training Tools for Supervisors 
by E. H. Plant. L. W. Jenkins and J. B. DeWitt* 


Shame THE CAMERA is placed 
directly into the hands of the 
managers, supervisors, scientists 
and engineers, their movies take 
on new value and usefulness, not 
only as records and for illustrating 
facts and ideas, but also as aids in 
thinking, planning, theorizing, 
learning, study, observation and 
communication. 

The manager of an industrial 
plant who wants to know about 
safety hazards can more readily 
understand where there are danger 
spots by seeing movies of those 
spots than through hearing or read- 
ing verbal reports. The manager 
who wants to know about ade- 
quacy of storage areas, and about 
other space problems in his plant, 
can be helped in his observation of 
the problems through movies, even 
better than through on-the-spot 
observation. 

Many industrial management 
people and industrial engineers 
have learned to make their own 
movies in the last few years, as they 
came to realize how much better 
their observation, study and teach- 
ing can be with the use of films. 
“Home-made” movies of this sort 
are becoming as important in mod- 

*Messrs. Plant, Jenkins and DeWitt are 


with the Eastman Kodak Company, Roches- 
ter, N.Y 


ern business and industry as the 
pen, pencil, and dictating machine. 
They are fast becoming a neces- 
sary part of reports, and are better 
than written reports. 

The quality in films like these 
consist of timeliness. They should 
be made simply, and quickly, so 
that they can be used for observa- 
tion and study as soon as possible. 
In these companies, the use of the 
home-made movie has increased 
the appreciation and use of the 
professionally-made film. 

To help an employee learn how 
to perform a job, the supervisor 
can make movies of the correct 
way; he always has ready for use 
a good demonstration to show the 
new learner. Such films are as 
useful in training people for office 
jobs as they are for factory jobs. 

Projectors can be set up in cor- 
ners and corridors so that super- 
visors and employees can operate 
the projectors themselves to see 
what is happening in the company, 
to compare notes on methods of 
training and department operation. 
A “live” bulletin board like this 
always attracts more attention than 
posters and printed material. 

Films made by the supervisor of 
the operators themselves can help 
the learner correct faults and im- 


prove techniques. The same kind 
of a film to show a sales trainee 
how he looks and what impression 
he may make on the customer is a 
valuable aid to learning. 
Supervisors also learn by observ- 
ing themselves in action. They 
see themselves on film and analyze 


the things they do that make good 
or poor impressions on employees 
and other people. This same type 
of film is useful in helping people 
learn to handle meetings and con- 
ferences, and to present reports; 
and in helping instructors to study 
teaching methods. ye 


NEW TRENDS 


for In-Plant Film Production 


by F. / 


A. Denz* 


_ ADVENT OF today’s high- 
quality, light-weight 16mm 
cameras and magnetic optical pro- 
jectors, coupled with the new, 
faster film emulsions has opened 
up increased opportunities for 
business and industry to use inter- 
nally produced training films. 

While motion pictures of this 
type have a very definite place in 
many businesses today, they will 
eventually create more business for 
professional film producers. 

They will make more people in 
management conscious of the ad- 
vantages of an audio-visual pro- 
gram, and give them a desire for 
something better than most com- 
panies can do with their own lim- 
ited facilities. Many companies 
hesitate to enter into any sort of 
audio-visual program because they 
believe it will be too expensive, 
and, most importantly, because 
they do not realize what such a 
program can do for them. 

Take for instance the company 
which is producing equipment so 
bulky that the salesman cannot 
carry it around from prospect to 
prospect. Perhaps it needs to be 
demonstrated in operation; but it 
is difficult for the salesman to ar- 
range other plant visits for his 
prospects. 

So what happens? A salesman, 
or a sales manager, makes some 
amateur movies of company in- 
stallations. Movies, even mediocre 
ones, are powerful sales tools; they 
help sell the equipment. From 
then on it certainly should not be 
difficult for any commercial film 

*Mr. Denz is with Remington Rand, Divi- 


sion of Sperry Rand Corp., Tonawanda, New 
York. 


PERSPECTIVES FOR 
To meet educational require- 
ments, film production will have to 
take off in two opposite directions 
from present practice, S. M. 
Roshal of Planning Research 
Corp., Los Angeles, said in out- 
lining “New Perspectives for the 
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organization representative to sell 
that company a professional mo- 
tion picture program. It will cost 
them more money; but it will sell 
more goods for them, too, because 
the professional producer knows 
the ins and outs of appealing to 
business and consumer audiences, 
and can easily prove it to any com- 
pany which has had a taste of the 
effectiveness of a motion picture. 

As director of the Employee 
Suggestion System in my company, 
1 have found that by using motion 
pictures that I make, edit and pres- 
ent myself, I can “sell” the value 
of the suggestion system more 
easily to plant supervisors, so that 
they in turn will enlist employee 
interest and participation. Movies 
do the job better than charts, pos- 
ters, pamphlets, displays and other 
visual aids. 

These films show the suggestions 
in actual use as part of the plant's 
operation in turning out its prod- 
ucts. By including in the film 
something about each plant’s prod- 
ucts, production processes and 
people, we try to create audience 
interest; to give them an idea of 
the company and its size; to make 
them see the benefits of our em- 
ployee suggestion system, so that 
they will encourage employees to 
take part. 

The films I make are not pol- 
ished productions. The projects 
are kept as simple as possible. But 
I feel that I am doing a better job 
because of the movies I make, and 
I am also laying the groundwork 
for a bigger and better film in the 
future, a film which you may be 
called upon to make. ye 


FILMS IN TEACHING 
Use of Film in Teaching.” Short, 
specific films which can be used 
more flexibly by the teacher and 
student are needed, as well as 
longer films to carry a complete 
lesson. Use of such films will re- 
quire new distribution procedures. 
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The Air Material Command Delivers a Visual 


Report on Missiles 


“Missile Logisties” Filmed in 35mm Eastmancolor 
Shows Vital Role of Support for Modern Weapons 


“(i NATION wants to live 
in peace. But in the world 
today peace can be maintained 
only by making ourselves so strong 
that it would be folly for any ag- 
gressor to try to start a war... .” 

“A wise man once said, ‘one 
sword keeps another in its sheath.’ 
Our ‘sword’ today must be the 
latest and best and most effective 
air weapons we and our allies can 
devise. Tomorrow it could well 
be that missiles will provide this 
sword.” 

With this foreword, General 
Edwin W. Rawlings, head of the 
Air Material Command, introduces 





On location for missile film is 
director Al Bradish (right). 


a comprehensive and impressive 
pictorial report on the progress be- 
ing made in missile development 
by the U. S. Air Force. Titled 
Missile Logistics and produced in 
35mm Eastmancolor by the Atlas 
Film Corporation, the key theme, 
as emphasized by General Rawl- 
ings, is that in both “brush-fire” 
or global warfare, logistic support 
is paramount, because a weapon 
is a deterrent only if it is ready for 
use when needed. 


Intended primarily for Air Force 
personnel (via 16mm _ Eastman- 
color composite release prints) 
at worldwide bases, Missile Log- 
istics is the kind of military defense 
summation that ought to be seen 
by every adult American and by 
high school seniors and college 
students as a prime motivation tool. 


Supervised by Major Peter Boy- 
ko, Chief, Commercial Motion 
Picture Branch, Air Photographic 
and Charting Service at the Or- 
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lando Air Force Base in Florida 
(a veteran in the film field), this 
sweeping report on AF missile 
development was directed by At- 
las’ Al Bradish at locations from 
coast-to-coast. The film describes 
the logistics problems involved in 
such missiles as: 

The Bomarc, a ground-based in- 
terceptor weapon, 

The Falcon, for air-to-air in- 
terception use; 

The Sidewinder, which is at- 
tached to the plane’s wings and 
is primarily a combat weapon; 

The Matador, for tactical situ- 
ations; and 

the Snark, which is designed to 
deliver a nuclear warhead on tar- 
get thousands of miles away. 

The task of the missile logisti- 
cian is to build up and support 
the striking force. . . with supplies, 
equipment, maintenance, new fa- 
cilities and the appropriate wea- 
pons. Today, the threat of missile 
warfare has placed new emphasis 
on this vital behind-the-scenes ac- 
tivity. 

The missile is on its own, once 
it leaves the ground; no one is 
aboard to take corrective action 
if something goes amiss. So hu- 
man ingenuity must be built into 
the “bird” through complex auto- 
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AGE FILM REVIEW 
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Above: the Matador missile, is designed for tactical situations. 


matic controls and 
ground installations. 
Keeping the weapon in constant 
readiness is the No. | job of mis- 
sile logistics. It involves testing, 
maintenance, stock control, trans- 
port and security measures. This 
is the task of the Air Material 
Command which procures, stocks, 
transports and maintains missiles. 
Air Force film libraries at bases 
throughout the U. S. will have 
16mm prints for group use. 


elaborate 


Below: arming an Air Force plane with the effective Falcon, an air-to-air 
interception missile which has proven its strategic value. 
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Hughes Aircraft 
Talks to Suppliers 
SPONSOR: 

pany. 


Hughes Aircraft Com- 


rite: A Life in Your Hands, 15 
min., color, produced by La 
Brea Productions, Inc. 


Hughes Aircraft Company 
spends some $200,000,000 (yes, 
that’s 200 million dollars) per 
year with almost 7,000 suppliers 
of parts. And the company’s pur- 
chasing department, like many 
other purchasing departments, has 
its problems with suppliers. The 
suppliers think the purchasing de- 
partment is too demanding; the 
purchasing department thinks the 
suppliers are too lax. 

The film approach begins with 
a meeting called by Hughes Air- 
craft executives for suppliers, in 
which they point out, on the as- 
sembly line and on into the air, 
the critical nature of the complex 
assemblies that go into modern air- 
craft. 

Quality control demands the in- 
spection of all parts when received, 
and again when sub-assemblies and 
the final assemblies are complete. 
The failure of any part may mean 
the loss of a giant plane and its 
crew. “For want of a nail, the shoe 
was lost; for want of a shoe, the 
horse was lost; for want of a horse, 
(CONCLUDED ON NEXT PAGE) 








Airmen call the Starfighter “the missile with a man in it.” 


Starfighter: a Study in Speed 


Lockheed Series on F-104 Made in Reeord Time 


ty Lockheed Aircraft Corpora- 
tion’s F-104 Starfighter, the Air 
Force’s highest and fastest flying 
plane, recently captured both the 
world’s altitude and speed records 
for the United States. 

A speed record which may prove 
to be equally significant in indus- 
trial film-making was established 
by Lockheed’s motion picture de- 
partment, in producing and deli- 
vering a series of five orientation 
films on the Starfighter to the Air 
Force at the same time that initial 
delivery of the F-104 was made to 
air bases within the Air Defense 
and Tactical Air Commands 

Five Films in Series 

The five 16mm _ color motion 
pictures, varying from 10 to 25 
minutes in length, cover the sub- 
jects of flying techniques, fire con- 
trol system, and field maintenance 

This is said to be one of the 
first times that a complete film 
package on a major product was 
produced concurrently with the 
product itself, and delivered to the 


user during his initial receipt and 
familiarization period. Orientation 
films sometimes aren’t available 
until months after a product has 
been in field use. 
Fast Delivery a “Must” 

With military aircraft design and 
development a constantly chang- 
ing pendulum, Lockheed geared its 
film program in connection with 
the F-104 Starfighter to top speed. 
By supplying orientation films 
along with first models of the air- 
craft, the company believed that 
the new supersonic fighter, dubbed 
‘the missile with the man in it”, 
would be more quickly and easily 
integrated into the existing arsenal 
of Air Force weapon equipment. 

The problems involved in shoot- 
ing approximately 13,000 feet of 
film without disturbing a rigid pro- 
duction and flight-test schedule 
over a two-year period were many 
and fascinating. 

A major problem was to obtain 
a camera ship which could keep 
up with the F-104 in flight, and 


Below: Julian Ely, Betty Jane Williams and Frank Ashe of Lockheed’s 
film department helped make the F-104 orientation series. 

























Lockheed’s Films Aid Training and Sales 


which at the same time would 
provide a suitable camera platform, 
offering a variety of camera angles. 

The reliable T-33 has been used 
successfully many times, but it 
limits camera angles. Carefully 
planned coordination of pilots, air- 
craft availability, weather and 
cameraman finally got the required 
aerial scenes on film, using an Air 
Force B-45 four-engine jet bomber. 

Betty Jane Williams, Lockheed 


writer-director, flew parallel to the 
Starfighter in the B-45, directing 
the action, with Bob Vlack doing 
the camera work. Miss Williams, 
an experienced pilot, supervised 
filming of the aerial scenes. She 
was one of a three-person writer- 
director team whose combined 
efforts produced the five films on 
the F-104. Other writer-directors 
on the project were Julian Ely and 
Frank Ashe of Lockheed. ty 


The Jetstar: Preflight Preview 


Short Film on New Transport to Aid Marketing 


* When the United States Air 
Force conducted a symposium on 
the subject of new requirements 
for jet utility transports in the tur- 
bine age, it asked several manufac- 
turers to prepare corollary pa- 
pers — supported with a short 
film—relating to the designer’s ap- 
proach to the problem. 

Broad specifications for the type 
of aircraft required had been pub- 
lished some months previously. 
Lockheed Aircraft Corporation, 
confident that its proposal would 
attract serious attention, con- 
structed a “life-size” mockup of 
wood, embodying complete details 
of the airplane, including flight 
station and cabin configurations. 

Made With Mock-up 

The non-flying mockup of the 
“Jetstar”, the name the flying 
article carries today, provided the 
setting for the film which was pre- 
pared in color and sound, with a 
running time of six minutes. 

Production of the film project 
was assigned to Lockheed’s own 
motion picture coordinating group 
which prepared a shooting script, 
then called upon a commercial film 
maker, Frederick K. Rockett Co., 
to finalize production. 

In consideration of the scien- 
tific-military environment in which 
the film was to be initially pre- 
sented, the script was developed 
along a straightforward approach. 

The treatment utilized an off- 
scene narrator to describe the ex- 
ternal and interior features of the 
airplane while the camera fol- 
lowed two engineers as they toured 
the airplane — one pointing out 
items of interest on cue with the 
narrative. Their attitude was held 
to an informal level and their very 
appearance afforded a convenient 
way to scale aircraft size. A sum- 
mary was built around a small 





BUSINESS 


scale model, treated in special 
effects and affording many drama- 
tic dimensional views while the 
mission and performance features 
were discussed. 


Prints Used in Sales 
The film was readied on sched- 
ule for the USAF symposium, then 
prints run off for use by Lock- 
heed’s marketing organization to 
further publicize the design and 


Above: Al Higgins (in doorway) of 
F. K. Rockett Co., supervised on 
Jetstar film for Lockheed Aircraft. 


performance features of the newly 
conceived aircraft. 

Today, flying prototypes under 
the name “Jetstar” are demonstrat- 
ing the capability of the new air- 
craft to perform the utility mission 
in the jet age. One of the models 
recently flew a record, round-the- 
nation flight, touching four corners 
of the United States in less than 
15 hours—from Southern Califor- 
nia to the State of Washington, to 
Massachusetts, to Florida and back 
to Southern California. 

The airplane attained speeds up 
(CONTINUED ON NEXT PAGE) 
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It’s the Picture That Counts... 


and currently the following companies are counting on MPO 


to meet corporate objectives through motion pictures:* 


AMERICAN AIRLINES KAISER ALUMINUM & CHEMICAL CORP. sl 
AMERICAN INSTITUTE OF CPA’S MONSANTO CHEMICAL COMPANY eittiaiel 
ASSOCIATION OF PACIFIC FISHERIES REMINGTON ARMS COMPANY Productions, Juc. 
EVINRUDE MOTORS REYNOLDS METALS COMPANY 
FORD MOTOR COMPANY UNION CARBIDE CORPORATION 
GENERAL MOTORS CORPORATION UNITED STATES AIR FORCE 


in NEW YORK CITY 
15 East 53rd Street 
GULF OIL CORPORATION U.S. FISH & WILDLIFE SERVICE MUrray Hill 8-7830 
UNITED STATES STEEL CORPORATION ° 
in HOLLYWOOD 


4110 Radford Avenue 
*20 to 30 minutes in length. POplar 6-9579 








Lockheed Films: 


(CONTINUED FROM PAGE 46) 


to 686 miles an hour, and aver- 
aged 456 mph. In another record 
dash, the Jetstar covered the 1926 
miles between California and 
Georgia in 3 hours and 23 minutes 


at an average speed of 562 mph. 

The film was produced under 
the supervision of Berk Anthony, 
motion picture coordinator at 
Lockheed’s California Division. 
Frank Ashe scripted and directed, 
while Al Higgins represented the 
Frederick K. Rockett Company. 


An Historic Film of America’s First Satellite 


Birth Saga of Explorer | 


jet LAUNCHING of Sputnik | 
and its use by the Soviet Union 
as a worldwide instrument of Com- 
munist propaganda triggered an 
all-out program by the United 
States to get the free world’s first 
earth satellite into orbit with all 
possible speed 

It was on November 8, 
that the Secretary of 
directed the 


1957, 
Defense 
Department of the 
Army to proceed at top speed with 
preparations for launching a sci- 
entific satellite 
Jupiter-C test missile. 

Explorer I, the free 
first earth satellite, was launched 
from Cape Canaveral, Florida, on 
January 31, 1958. It was placed 
in orbit at 5 seconds past 10:55 
p.m., Eastern Standard Time 

The dramatic story of the 80 
days immediately preceding the 
launching of Explorer I is the sub- 
ject of X Minus 80 Days, a 21- 
minute color motion picture which 
has now been released for general 
distribution 


using a modified 


world’s 


Assembled from footage made 
at the Army Ballistic Missile 
Agency and the Jet Propulsion 
Laboratory, California Institute of 
Technology, the film was produced 
in conjunction with Raphael G 
Wolff Studios 

In a style both interesting and 
informative, X Minus 80 Days 


Dr. Werner von Braun directed 


development of Explorer ! 








narrates the story of the intensive 
efforts that went into the final 
development and launching of 
Explorer I. 

Within the limits of security 
egulations, much is told about the 
component parts of the missile, 
how it was assembled, some of the 
multitude of pre-launching tests 
that we-e required, and the ten- 
sions that built up as X-Day 
approached 

Some segments of the film were 
first shown on television. On a 





Dr. William H. Pickering of Cal- 
tech’s Jet Laboratory. 


recent You 
gram, 


Asked for It tv pro- 
the longest segment ever 
devoted to one subject on that 
series was reserved for a con- 
densed version of the completed 
film 

X Minus 80 
shown 


Days also was 
continuously during the 
Western Space Age Conference in 
Los Angeles, March 20-22. 

It is expected that the film will 
be in demand for group 
showings all over the country—by 
schools, civic, fraternal and ser- 
vice organizations, women’s clubs 

everywhere there is interest in 
the free world’s satellite program. 


great 


Prints of the film are now avail- 
able. Inquiries should be directed 
to Raphael G. Wolff Studios, 1714 
N. Wilton Place, Hollywood 28, 
California. a 








Portab!e run-up silencer can be towed into position on runway. 


Muzzling the Jets Roar 


SPONSOR: Koppers Company, Inc., 
Sound Control Department. 
TITLE: The Sound of Power, 21- 

min., color, produced by Robert 

Lawrence Productions, Inc. 

From the beginning of the Air 
Age, the aviation industry has been 
aware of the ever-present problem 
of engine noise, and has sought in 
many ways to combat it. 

As aircraft propulsion units have 
become larger and more powerful, 
they have become louder as well 

so that the problem of con- 
trolling this Sound of Power has 
become a more demanding one. 

In the language of sound engi- 
neers, the so-called “threshold of 
hearing” is measured at 0 decibels 
sound pressure. For the sake of 
comparison, here are how certain 
other more-or-less familiar loca- 
tions rate in the decibel scale: 

Public library, 40 DB; average 
factory, 70 DB; boiler factory, 110 
DB; artillery fire, 120 DB. 

The roar of today’s turbo-jet 
begins 130 decibels above the 
threshold of hearing. Addition of 
an afterburner can raise the level 
up to 160 decibels . . . loud enough 
to cause physical injury to any 
human exposed to it. 

The Sound of Power is a report 
by Koppers on its progress in air- 
craft silencing and an account of 
its effort to stay abreast of the in- 


Right: animated 
sequences show how 
sound-cell muffjles 
engine noise, but 
allows air to enter 
and exhaust gases 
to escape. 


creasingly rapid advances of en- 
gine and aircraft development. 

The beginning of this effort was 
in 1934, when Pratt & Whitney 
Aircraft sought the cooperation of 
a firm then known as Industrial 
Sound Control (now a department 
of Koppers) to help silence the 
noise created by reciprocating en- 
gines. This led to the development 
of the first acoustically treated test 
cell for reducing engine noise to 
tolerable levels. 

Using both live location photog- 
raphy and an interesting animation 
approach to the technical aspects 
of sound control, the film graph- 
ically demonstrates the variety of 
aircraft sound suppression devices 
now in use throughout the aircraft 
industry. 

Location photography covers 
such installations as Edwards Air 
Force Base; Pearl Harbor Subma- 
rine Base; Douglas Aircraft; Pratt 
& Whitney; Convair; McDonnell 
Aircraft; North American Avia- 
tion; Northrup Aircraft; and Oren- 
da Engines, Ltd. 

Included are complete “Hush 
Houses” and semi-portable run-up 
silencers and the rugged, com- 
pletely portable run-up silencer 


which can be used outdoors to re- 
duce jet engine noise 20 to 30 
decibels—enough to take it out of 
the danger and complaint areas. 
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NEW from Kodak... 


a single-case, portable 
16mm Pageant Projector with 





BIG SOUND 


Here’s a portable 16mm sound projector with plenty 
of power for use anywhere. 

The new Kodak Pageant Projector, Model AV- 
255-S, has a 25-watt amplifier that delivers a// the 
sound you need. Used with the matched, heavy-duty 
11” x 6” oval speaker in baffled case, it’s right for 
large rooms like lecture halls, laboratories, and 
libraries. 

Teamed up with the Kodak 12-inch Deluxe 
Speaker (or built-in speaker systems), it’s fine for 
auditoriums and gymnasiums. 


BIG pictures to match 


With this new Pageant you can use the extra-powerful 
1200-watt lamp. This, along with the Super-40 Shutter 
that puts 40° more light on the screen than ordinary 
shutters, gives you plenty of light for “long throws” 
and big screens. 


No time out 


ALL Pageant projectors are permanently lubricated. 
This ends forever the biggest single need for main- 
tenance. You never take time out for oiling—never 


Kodak Pageant Projector 
EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N. Y. 
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and PICTURE 
CAPACITY !* 


keep records. Your Pageant is ready to go on with 
the show whenever you are. 


Compact, colorful, budget- priced 


The new Pageant, Model AV-255-S, comes in a single 
case, finished in an attractive tan. It lists for just 
$535*—a small price for such BIG performance! 


See it and hear it at your convenience at 
any Kodak AV Dealer’s. Or, write for details. 


* Price is list and is subject to change without notice. 
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for its first flight. Two Arriflex 16's 


Supervisor, Engineering Motion Picture Group, 
rects Boeing motion picture crew as they photograph scene of Boeing 
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Boeing Motion Picture Unit Cameraman prepores to submerge with his underwater 
blimp into dydrostatic tank containing entire fuselage of Boeing KC-135 Jet Tanker. 


Photo in circle shows 16mm Arriflex camera mounted on platform of underwater case, 
especially designed and constructed at Boeing, to photograph the submerged fuselage. 


AND IN THE AIR... 
ARRIFLEX SERVES BOEING 









T-33 pilot explains proposed maneuver to Boeing cameraman before take-off. 
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ARRIFLEX © 


SERVES 
BOEING 


The BOEING AIRPLANE COM- 
PANY, Seattle, Washington, 
pioneer in American Aviation, is 
also in the forefront for the jet- 
age. Naturally, the Motion Pic- 
ture Department of this progres- 
sive company has available the 
best equipment, including 5 
ARRIFLEX 16's and ARRIFLEX 35 
cameras. 


The well-known features of these 
outstanding cameras make them 
as desirable for BOEING as for 
the many other great American 
industrial firms and motion pic- 
ture establishments who have be- 
come enthusiastic ARRI owners. 


Find out 
MORE ABOUT 
THE ARRIFLEX! 


Please fill out and mail enclosed 
coupon. ARRIFLEX equipment is 
available on convenient long- 
term lease with purchase option. 
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To: KLING PHOTO CORP. 
| 257 Fourth Ave., New York 10, N. Y. 
| | would like free literature: 
| Arriflex 16  Arriflex35 Lease Plan 
| D 0 
| Demonstration with no 
obligation (of course). [] 
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Names in the News 


Ross-Gaffney, Inc., New York City film and 
music editing studio, has announced the ap- 
pointment of Leon Birnbaum as chiel music 
editor. Birnbaum, formerly head music editor 
at 20th Century-Fox, has had more than two 
decades of Hollywood studio experience . 
Kathleen Mitchell has been appointed ad- 
ministrative assistant and public relations di- 
rector for Fenton McHugh Productions, Inc. 
She formerly was executive assistant to the 
program manager at WGN-TV, Chicago .. . 
Louis L. Behrmann has been named directo 
of technical sales for Unicorn Engineering 
Corp., San Francisco. He formerly was chief 
of the motion picture and kine recording sec- 
tion at Walter Reed Army Hospital, Wash 
ington, D. C. 

Alan Gordon, owner of Gordon Enterprises, 
North Hollywood, Calif., was one of a group 
of civilian leaders selected to observe armed 
forces operations at the Joint Civilian Orien- 
tation Conference presented by the Depart 
ment of Defense recently. His “tour of ob 
servation” covered the Pentagon, Quantico, 
Va., Eglin Air Force Base, Florida, and Fort 
Benning, Ga. . . . Sally MacDonald, B.A., Sc., 
has been appointed manager of the Producers’ 
Services Division of Crawley Films Limited, 
Ottawa. She will assist professional and am 
ateur producers and photographers who make 
use of Crawlev’s film laboratory services. 

L. C. “Bud” Woods, formerly owner of Bud 
Woods Productions, Tulsa, Okla., has joined 
Alexander Film Co., Colorado Springs, as 
resident sales vice-president for the Oklahoma 
lexas area. His headquarters will be at 3108 
FE. 28th St., Tulsa . . . Nicholas D. Newton 
has joined Bil Sturm Studios, Inc., New York 
City, as an He has been 
in the advertising business for the past seven 
years, most recently with 
Inc., on tv film sales . . 


account executive. 


Pictures, 
. Linwood Dunn, 
Hollywood special effects expert, now man- 
ager of Film Effects of Hollywood, recently 
spent three New York conferring 
with Morris Levy of Eastern Effects, Inc.; John 
Lewis, of John Lewis Film Service; John Ko- 
walak, of Movielab Film Labs; Hal Seeger, of 
Hal Seeger Productions; Irving Hecht, of 
Cineffects, Inc.; and John Oxberry, of Anima- 
tion Equipment Corporation . . . Bob Wood- 
burn, a partner in Group Productions, De 
troit, and formerly vice-president for sales and 
production in the Detroit office of Van Praag 
Productions, 


Academy 


weeks in 


named resident sales 
vice-president in Chicago for Alexander Film 
Co., with offices in the Wrigley Building. He 
replaces W. A. Hillhouse, who has been as- 
signed a similar position in San Francisco , . . 
Ralph Porter has joined Van Praag Produc- 
tions, New York City, as a producer-director, 
with Ed Sullivan-Mercury spots and the Jackic 
Gleason plugs for Local 802 as his first as 
signments. 


has been 


Robert Maybrier, former southern district 
manager for Da-Lite Screen Company, has 
been appointed manager of the company’s 


newly-formed Audio-Visual Division at the 


Warsaw, Indiana headquarters. ye 
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excellence 


an commercial films 


CATE & McGLONE 
films for industry 


1521 cross roads of the world 


hollywood 28, california 








Send 
Your Film 
To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 








SPEED QUALITY 























Personalized 


SER VICE 











MOTION PICTURE LABORATORIES, INC 
Phone WHitehall! 8-0456 
Memphis 6, Tenn. 









The Master Craftsmanship 
Your Film Deserves 
= | 




















LIMITED QUANTITIES . . . MANY ONE OF A KIND... TAKE ADVANTAGE OF 


THESE LOW, LOW PRICES . . . ALL PRICES IN EFFECT UNTIL JAN. 31, 1959. 


‘ Grea test a Os Causil in 33 Years: 





$.0.S. REMOVES THE GUESS—BUY THESE 
CLEARLY DESCRIBED BARGAINS SAFELY 
Mony come rental 
leading studios, labs, producers or from 
U.S. Gov't excess stocks. Unless otherwise 


from our inventory 


indicated, everything is new or in good 
operating condition, ready for 
use, guaranteed exactly as represented 


instant 











@ CAMERAS 35mm 


Mitchel single lens mount v yacmete ‘ 
fps) ovunter. Reconditioned $747.50 
B&H 2709 Std. with 2-400° mogazines; 3 lenses 
dissolve heck pow movement; $6,500 valve 
Reconditioned $1495.00 
Arriflex with 3 lenses; 2-400° magazine mattebox 
motor. Excellent condition $1095.00 


Mitchell single system with sound; 4 Bolter lense 


viewfinder motor mattebox sunshede; 2-1000 


magazines. Reconditioned $4995 00 
Wall single system with 3 lense viewfinder; moto 
mattebos sunshade 4-400 magazines oases 
$7,000 valve. Less sound. Good cond.. .$1195.00 
Akeley Audio single system with 4 ense and 
matched finders moto mottebou sunshode 
2.1000" magazines. $6,000 valve. Less sound 
Excellent condition $895.00 
B&H Eyemo © with J-lens spider turret; moto 
mount; 2” lens; 400° magozine; drum finder. Good 
condition $325.00 
B&H Eyemo Q with J-lens spider turret; 3 lenses 
2 mogazines, positive finder, 3 objectives, trunk 
Fine condition $495.00 
Cunninghom, portable with 3 lenses; pilot pin move 
ment; 110V motor; 200° magazine ase. Good 
condition $595.00 


@ CAMERAS 16mm 


Auricon Pro 600 with 3-lens turret 
Ne amplifier 


galvanometer 


present list price approximately 
$4,500. Excellent condition $2995.00 
Auricon Pro 200 with porallcx finder; mattebox; 


sunshode; cose. Less sound. Good cond. $495.00 


Mitchell 16 with 220V Jph syncmotor 4 Baoltar 
tenses; lorge viewfinder; 3-400° mogazines; cases 
$6,000 valve. Excelient condition $4495.00 

B&H 7ODA with 3 lenses; positive finder; objectives 
cose. Good condition $295.00 
Some outfit but with negative finder $249.00 

Maurer O05 with 2 mogazines; 2 motors; viewfinder 
sunshode; trunk. Excellent condition $2495.00 

Maurer modified 05 with 400° magazine; 4-len 
turret; sync motor. Excellent condition $1995.00 

Arriflex 35mm 200° magazines, converted Cineflex 
type. New $54.50 

Professional Jr. Hi-Hots regularly $18. New. $14.95 

jr. Type Tripeds. New $119.50 

Mitchel! Type Freeheod Tripod legs. New $125.00 


$65.00 
Cine Special 100° chambers for single perforation 


(Baby Legs only 


Good condition $125.00 
B&H 200’ lémm magazines. Good condition. $99.50 
Cineflex 35mm 200’ magazines. (Convertible to Ar 

riflex). Good condition $19.50 
Pan Cinor latest 17.5/70mm room type lens .$369.50 
Harrison K2 4” glass filters in leather case 

$9.00 valve. New $1.95 
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té Lepartment 


Hollywood Boulevard, 


Triped Triangles, prevent slipping, $30.00 valve 
New $17 95 
Triped Triangles, used $13.50 


Collapsible Triped Triangles with tiedown clamps 
New 29 


Dolly Track with connectors, 5°-10°-15' lengths, per 
foot. new $4 


With seif-leveling screws, per foot, new $5.95 
Photo Research Spectra 3 Color Meter with com 
puter. $350 value. Good condition $195.00 
Cinekod Type Collapsible Tricycle Jr. Dolly, Demon 
trator $65.00 
Cinekead Type Sr. Dolly. Demonstrator $87.50 
$.0.S. Body Brace Comera Pods, from rental stock 
like new $24.95 


Duraluminum Blimp 
or other 
Good condition 


sponge-lined for 1200° Maurer 
cameras with vertical mounted motor 
$149.50 
Changing Bogs jumbo size, $15 valve. New 

urplus $4.95 
Hi-Hots for Arriflex 35mm. New $28.50 
Adapter for Auricon Pro-600 to accept 1200’ mag 
Permits double film capacity. New $150.00 


3zine 


@ CAMERA MOTORS 


ne Speciol, 12V variable with tachometer 

$350 value. Good condition $195.00 
Cine Special 110V AC value 
Good condition 


Mitchell NC 24V w/tochometer 


$150 


synchronous 


$525 vol.. $325.00 
Mitchell 110V AC/DC Wild Motor with tachometer 


$525 value. Good condition $349.50 
B&H 2709, 12V governor controlled. Excellent 

condition $195.00 
Cinefiex (Camerafiex), DC 12V & 24V. New, shelf 

wor $97.50 


Richardson Animation Stop Motion for Bell & Howell 


2709. 110V stert, stop, continuous, single frame 
reverse. Frame counter included. $750 value. Re 
conditioned $495.00 


@ ANIMATION & SPECIAL EFFECTS 


Tel-Animaprint Hot Press Outfit for making titles, 


new $435.00 
With Electronic Control $495.00 
$.0.S. Professional Titler and Special Effects Kit 
New—TG I! $175.00 
TG it! $225.00 

TG Iv $325.00 

Famous Tel-Anima-Scole. Stondard of animation in 
dustry. Regularly $2.50. New $1.25 
Peterson Massive Animation Stand with motorized 


zoom, air platen, all movements, sliding ce!boord 
$6,500 valve. Like new $2750.00 
Animation Art Tables with circular filvorescent lite 
box. As-is condition. (Plus crating) $14.95 


@ LIGHTING EQUIPMENT 


Mole-Richardson 120 Amp Molarc 
Pedestal with Grid & Cables 
lent condition $695.00 

B&M Multiple Airport Borlites, 3 quadruple heads 
hold 12 bulbs on 15% rolling stand. $300.00 valve 


(Type 90) on 
$1,160 value. Excel 


Like new $59.95 
B&M 15 foot stands only $19.95 
Klieg! SOOOW Sr. Spots on stands with casters 
Fine condition $149.50 


Klieg! SOOOW Sr. Spots less stands. Good. $119.50 
KNOCKDOWN PRICES ON FAMOUS GATOR GRIPS, 
BRAND NEW 
Gater Grip, basic unit $ 2.75 
Gotor Grip with socket, 9 cord & switch. .$ 3.75 
Gator Grip with socket, 9 cord & Reflector $ 4.95 
Gater Grip w/socket, 9 cord, barndoors. .$12.50 


§.0.8. CINEMA SUPPLY CORP, : 


Hollywood 


CONVENIENT TIME-PAYMENT TERMS MAY BE ARRANGED. 


MR Twin-Arc Broad on heavy stand, with ballast, 
35/40 amps. $300 valve. Good condition. $49.50 
Cukoloris Shadow Lighting Sets—3 Cookies, Blade, 
Fieg, Torget. $25 value. New $16.95 
Dulling Spray—kills glare and annoying high-lights. 
12-0z. con, reg. $1.95. Fresh stock $1.49 
GE Lomps, all New 
1000W T20 C13 Mogu! Screw 
1000W G48 CI3 Mog. Bipost 


Reg. $7.90. $2.95 
Reg. $15.25. $6.95 


2100W 124 Mogul Bipost 60V Reg. $22.50. $7.95 
5-lite Double Broads on stands. $145.00 value. 
Geed condition $89.50 
Colortran Spot Heads with barndoors. Excel. $14.95 
MR SOOOW 3414 Soler Spot on stand. Excellent 
condition $195.00 
MR 2000W 2410 Solar Spot on stand. Excellent 
condition $99.50 


B&M 2000W Spot on stand. Excellent cond. $99.50 
B&M Double Brood on stand. Fine condition. $ 67.50 
MR Type 16 Cinelite on stand. Excel. cond. $ 39.95 
B&M 750 W Baby Keg, less stand. Excellent con 


dition $39.95 
B&M Single Side Flood 10 =x 12. less stand. Fine 
condition $ 24.50 
Three 10KVA Transformers with controls and 25’ 
wire cable, all mounted on cart. Good. .$195.00 
Beattie News Reel Fioodlites on stands. Excellent 
condition $ 29.95 


@ RECORDING EQUIPMENT 


Single System 35mm Recording Head for B&H 2709 
$395.00 


camera with galvanometer. Like new 

Stephens Trusonic Wireless Mike Outfit. Has 2 ‘‘in- 
visible microphones; power supply; transmitter; 
antennae and receiver. $1,500 value 
like new $695.00 


RCA Photophone 35mm Optical Recording Heads, 
with 2-1000’ magazines; optical system; galvano- 


meter; less motor. No license required. Good 

condition $2995.00 
Kinevox 4 position remote amplifier mixer 

$525 volve. Like new $249.50 


Auricon RT8O Double System Optical Recorder with 
NR24 omplifier; mike and cables. $1,000 origin- 
ally. Good condition $295.00 

Western Electric 639 Cordicid Microphones 
$236 value. Good condition $169.50 

Magnetic Playback Unit for 35mm film phonographs, 
with preamplifier, transformer. New $495.00 

Reeves 35mm Optical Recorder, with footage coun- 
ter; tachometer; glowlamp; omplifier; mixer. 


Originally $5,000. Needs repoirs $195.00 


@ PROJECTORS, BACKGROUND, 
SCREENING and PREVIEW 


Bodde 2000W P3AC Background Process Projector 
on rolling stand, with blowers, powerstat, ond 


4” x 5” slide corrier. $945 valve. Excellent 
condition $495.00 
Filmcraft 35mm Movie Background Process Outfit 


Write for details. $15,000 value. Excellent con- 
dition $4950.00 
Holmes 16mm Arc Projector, with 15 amp. rectifier; 
pedestal; amplifier; 2—12” speckers; lens. Good 


condition $595.00 
Weber Syncro-Dynamic 35mm Thectre Type Sound 
Projectors Heovy Pedestal 3000° magazines; 


built-in High Fidelity soundhead. Less lens and 


lamphouse. Originally $1,500. New $395.00 
Simplex Acme 35mm Sound Projector, complete. 
with amplifier and speaker. Excel. cond. $495.00 


(for second Acme Projector, add $300.00) 
Holmes 35mm Sound Projectors. With 2000’ mago- 

zines; lens; built-in soundhead; 1000W itamp- 

house. Excellent condition $195.00 
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PRE-INVENTORY CL 


35mm Interlock Simplex Projector with RCA sound- 
head; 2000’ upper magazine; preview magazine; 
1500W lomp; lens; heavy pedestal; amplifier; two 
way speaker. For screening, previewing separate 
track and picture, also re-recording. $3,500 valve. 


Excellent condition $1995.00 
DeVry Dual Projection and Sound Outfit 
$6,000 value. Rebuilt like new $2495.00 


Ampro Arc 16mm Sound Projector with Hi Intensity 
arc-lamp; lens; pedestal; 30A rectifier; 55W ompli- 
fier and 2 speckers. Excellent condition. .$849.50 

lémm Sound Projectors (Ampro, B&H, Victor) in 
operating condition, from $95.00 

GPL PA-100A lémm TV Sound Projector with sync 
motor; lens; pre-amp.; all on one pedestal. Capac- 


ity for 10 minutes running (3600’ reel). 

$2500 volue. Slightly used $1395.00 
Videscope Professional témm Anamorphic Taking 

and Projection Lens. New $169.50 


@ EDITING EQUIPMENT 


Zeiss Moviescop l6émm Viewers with bose and Pre- 
cision Optical Sound Reader 
List Price $310.00. New $279.00 

$.0.S. Jr. 16mm Action Viewer (Zeiss Moviescop) 
List Price $125. New 

$.0.S. Sr. lémm Action Viewer, 
with hold-down pressure pads 
Limited quantity 


large 3”x4” picture 
New Demonstrators 
$124.50 


Micro motorized |16mm picture viewer, with foot- 
switch. $250 value. Good condition $89.50 
Kinevox Magnetic Sound Reader takes 17'/;, 16mm 
and %” tape. Demonstrator, like new $110.00 


Filmline 16/35mm Optical Sound Reader. Excellent 
condition $12 

Neumade T-159-R Editing Table with light box, rack, 
48”x28"x10" high. Originally $127.50, Used, (as 
is) $49.50 

Neumade 35mm two-gang measuring mochine with 
footage and frame counters. Used, (as-is) $45.00 


Micro four-gang (2-l6mm 2-35mm) synchronizer 
with footage counter. Good condition $99.50 
Fonda 35mm two-gang synchronizer with footage 
and frame counter. Good condition $119.50 
Schoen 16mm one-gang synchronizer with footage 
counter. Good condition $65.00 
Moviola 35mm two-gang late model synchronizer 
with footage counter. Like new $99.50 


Neumade 16mm one-gang measuring mochine. Ex 
cellent condition 9. 
Good $55.00 
Neumode 35mm one-gong measuring machine. Ex- 

cellent condition $49.50 


Neumade 35mm one-gang synchronizer 


@ MOVIOLAS and EDITING 
MACHINES 


Moviola 35mm UCS 3”x4” picture on one side, opti 
cal and magnetic sound on other. No reel orms. 
Good condition $695.00 

Akeley Editing Machine—does matching, spotting, 
dubbing, synchronizing, etc. Footage and frame 
counters. Projects sharp 5”x7” picture. Variable 
drive 6/60 fps or constant 24 fps, 2000’ automatic 
tokeups ond slip-off flanges. Cannot damage 
film. $3,000 value. Recently rebuilt $995.00 

UDCS Composite 3',"x4”" picture and 

$1,800 value. Excellent condition. .$985.00 

35mm Moviocles with 3” Magnified Picture, avto- 
matic tokeups, serviceable condition $189.00 
(Add $125.00 for 3%,"x4”" viewing screen) 

Moviela DPV 35mm Preview Machine projects 8”x10” 
image. Silent, with variable speed motor. Mounted 

on stand with casters. Originally $1,675. Like 

new $995.00 

Acmiola CPH 35mm Preview Machine throws 6”x8'/,” 


Moviolas 
sound. 


imoge, with reel arms, automatic takeups. 
Mounted on stand with casters. $1,225 valve. 
like new $695.00 


@ CUTTING ROOM EQUIPMENT 
B&H 35mm hond splicers, $25.00 value. Good $4.95 
Good condition $15.95 


Prestoseal Hot Splicers, 16mm or 35mm optional 
Excellent condition : $395.00 


Griswold 35mm splicers R-2 


Geared 35mm rewinds Special, Pr. New $15.95 

lémm rewinds, Special, Pr. New $17.95 
Neumode AS-16 Film Cement Applicators— 

$4.00 value. New $1.95 


SOSoft Editing Gloves—light wt., doz. pair. $1.33 
Medium weight, doz. pair $2.39 


Reddy-Eddy Film Editors calculator $2.00 
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Neumade film storage racks and cabinets: 

MM-102 Cabinets—hold 100-400’ lIémm_ reels. 
Originally $195. Good condition .$ 99.50 

MM-184 Cabinets—hold 250-400’ 16mm reels 
Originally $330. Good Condition... .$149.5) 

RK-102 Racks—hold 102-1000’ 35mm reels. (over 
00-400’ 16mm) Reg. $165. New. $ 87.50 


Ace Film Splicers, non-magnetic, butt or lap all 
sizes 8/16/35/70mm. Deluxe Model. New $69.50 


Std. Model, new yh $62.00 
EZ 8/lémm Film Solicers non-magnetic, butt splice, 
lew 
EZ 8/lémm Film Tese Splicer—New $34.95 
Kum-Kleen Labels, box of 1000. 35mm. $1.49 
I («ata cating atlases 4d . $1.19 
Editors razor blades, finest quality, 
Per 1000 $22.50 Per 100 $2.95 
B&H Hot Foot Pedestal Splicers. 35mm. Excellent 
condition $695.00 


Combination 16 35. Excellent Condition $895.00 


China Marking Crayons, brown, ‘2 price. 
Per dozen $1.00 


Neumode RTO-3 Rolling Film Racks, 3 tiers hold 
over 200-lémm reels, $59 value. Good . .$29.95 


Blooping Tape, block mylar, for sound track, 
per roll $1.76 
4 rolls, each “$1.59; 36 rolls, each $1.50 
2”, per roll $2.64 


12 rolls, each $2.38; 36 rolls, each $2.25 


@ REELS, CANS, FILM CASES 


400 ft. lémm cans. like new. 500 for wr 
100 for $9.50; 20 for $ 2.00 


Neumade 6” combination 16/35mm stripping flanges 
Round keywoy. New. Shelfworn $2.9 


Plastic 35mm film strip containers. Flip-open, snap- 
shut with one hand. All colors. (100 lots) 
New & 


lémm Fibre Film Shipping Cases. Dozen Lots. New 
400’ 800’ 1200° 1600" 2009’ 
reel $1.10 $1.35 $1.50 $1.75 $2.00 


1 

2 reel 1.20 1.55 1.65 1.95 2.35 
3 reel 1.35 1.75 1.80 2.10 2.55 
4 reel 1.50 2.25 2.05 2.35 2.75 


Add 15¢ for handle. Prices F.O.B. Hollywood 


Shipping Cases, Metal, for 10-lémm 400’ reels 
Surplus .. 2 


Reels, 35mm 2,000’ Aluminum, New $4.95 

Used , : $2.49 
Reels, 35mm 2,000’ Wire, New, $3.50; Used, 7 75 
Reels, 35mm 2,000’ Spring Type, Used $.95 
Reels, 35mm 2,000’ Exchange Type, Used $.79 
Reels, 35mm 1,000’ Exchange Type, Used $.59 
B&H EYEMO 35mm 100’ spools and cans. Good 

condition. Per set $.25 





MAKE YOUR CHOICE EARLY! 


WIRE OR PHONE FOR INFORMATION! 
—These Closeouts Won’t Be Here Long! 





@ PRINTERS 


Debrie 35mm sound and picture printer. Matipo 
Model with light changer. $8,000 value. Good 
(as-is) $1495.00 


Acme Optical Dual Head 35mm Step Printer. Cine 
color. Origine! cost $14,000. Exc. cond. $3995.00 


Depue Optical Reduction Soundtrack Printer 35/16 
mm. includes sync. motor and generator 


$7,500 value. Reconditioned $1995.00 
B&H Model D 35mm feed and takeup sprockets 
New, half price $29.50 


Duplex 16mm Automatic Step Printer. Two positive 
printing machines on one pedestal. 2-40 scene 
automatic light change controls. Original cost 
$5,000. Good (as-is) $1295.00 
Duplex 16mm Automatic Step Printer, as above, 
reconditioned $2495.00 


Cinecolor Double Head 35mm Step Printer with 
automatic light change and timing device. Original 
cost $12,000. Excellent condition $3375.00 


B&H 35/16mm Picture Reduction Printer with 400W 
lamp, blower cooled and variable speed motor 
Rebuilt $4995.00 


Automatic Sub-titling Machine with woxer, printer 
head; etcher; dryers; de-waxer; washer; squeegee 
imprints 150 stencils in one load. Speed 60’ per 
minute, plus. $25,000 to build. New. . $9995.00 


@ FILM PROCESSORS 


Houston K1A 16mm reversal processor with refrigero- 
tion; temperature controls; recirculation; air pump. 
Good condition > ; ; $1495.00 

Houston-Fearless 16mm daylight loading magazines 
for all HF processors. we value. Good condi- 
tion. ‘ $79.50 
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Houston K-3 Processor, t6mm _  neg/pos/ reversal, 
with refrigeration; temperature controls; recircula 
tion; air pump; stainless steel construction. Re- 
built like new ..... : $3195.00 

Bridgamatic Jr. 16mm neg/pos. Includes air pump; 
drain pump; stapler, $1,600 value. Good $975.00 

Houston 35mm N-1 Processors, neg/pos., with re 
frigeration; recirculation; cir pump; temperature 
control. Speeds up to 1200’ per hour. Govern- 
ment paid $10,000. Reconditioned $1995.00 

Houston Rubber Squeegees, soft, pliable wiper 
blades for 16 or 35mm processor or cleoners. 
New, per dozen $1.50; per 100 $9.00 

Micro Record 16/35mm daylight automatic proces 
sors with 3 nesting tanks, motor driven. Demon- 
strators ‘ $136.95 

Stineman 16/35mm Developing Outfits, 200° in case, 
complete with loading device. $200 value. New, 
ee : $99.75 

Stineman Drying Sade. 200’ 35mm capacity (use- 
able for 16mm). Complete with wood case 
$16.00 value. New, surplus. $7.95 

Bridgamatic Jr. Model K 16mm neg/pos., with spray 
wash; rotary air compressor; Graham variable 
speed transmission. Reconditioned $1225.00 

Chemical Mixing Tank, stainless steel, capacity 110 
gallons, mounted on angle iron stand 
$163 volue. Like new 





$139.50 


@ LABORATORY EQUIPMENT 


Eastman Mark II-B Time Scale Sensitometer. Motor 
driven drum and density wedges. Can be converted 
for color into Mark 1-8 with step tablets instead 
of drum. $3,000 value, (as-is) $895.00 

Eastman Electric 35mm Film Waxing Machine with 
heating element and motor. $1,500 value. Re 
built. $795.00 

Herrnfeld 1205 Scene Tester for B&W. Similar to 
Cinex. Color correction filter combinations avail 
able. Government surplus, looks complete 
$2,500 value. $695.00 

SOSOLVEX cleans, revitalizes film. Anti-static, dries 
immediately. Safe, no dangerous fumes. No cor 
bon-tet. Non-toxic, non-inflammable. 1 Qt. trial 
size $2.25; 1 Gol. cons, $6.95; 5 Gal. cans, 
per gal., $5.95; 55 Gal. drums, per gal $4.95 

Heavy-duty 35mm Loop Attachments. Boal! bearing 
rollers. For elevators in lab or sound recording 
Cost $500 to build. Like new $195.00 

Moy 35mm Film Edge Numbering Machine, Excellent 
condition $1495.00 

New CL-2 Neumade 35mm cleaning machines—2000’ 
capacity. $425 reg. Surplus. Like new. $295.00 
(for conversion to 16/35mm add $50.00) 

Maurer Film Gauge, measures shrinkage or stretching 
of 8/16/35mm film to 0.5% $200 value. Like 
new $69.95 


@ TECHNICAL BOOKS, Reduced 


American Cinematographer Handbooks—8th Ed 


$2.35 
UFPA Glossary of Production Terms $.50 
NAVED Reference Projection Manual $.25 
Understanding Theatre Television—Nadel! $.25 


Motion Picture Theatre Management—Corver $3.49 
The Audio-Visual Reader—Kinder & McClusky $5.25 
Elements of Mathematics for Radio, TV & Electronics 


—Fischer & Jacobs $6.25 
TV Stotions—Duschinsky $10.95 
Stage Lighting—Bentham $6.95 
Television Writing & Selling—Roberts $5.25 
Handbook of Broadcasting—Abbot & Rider. $8.25 
A Grammar of the Film—Spottiswoode $3.50 


@ MISCELLANEOUS 


Directors Chairs. folding, hardwood, canvas sect 
ond back. White with red or black with white 
convas. New $10.95 

Highly refined lubricating oi! for cameras, Moviolas, 
printers, recorders, projectors, etc. Per gal $.95 

Veeder Root 3-Digit Counters, ratchet type with re 
set. $20.00 value. Government surplus. New $1.95 
3 Digits; non-reset, counts 1/10's, adds and sub 
tracts, used $1.95 

Spirit Levels with mounting flange. Surplus $.49 

Storage Utility Boxes, two sections with heavy-duty 
hondies and clasps. Size 16°x14"x9,". Excellent 
condition $2.75 each; 2 for $5.00 

Syringe Type Oilers, visible oi! supply. New $1.49 





DO YOU HAVE THE LATEST 
$.0.8. CATALOG? 


Everything in Motion Picture and T.V. Pro 
duction Equipment. 8,000 listings—500 illus 
trations—176 pages. FREE to all Film Pro 
ducers, Film Labs., TV Stations, Government 
Agencies, Industrial Organizations, Educa 
tional Institutions, Cinematographers, Etc 
Send request on company letterhead. 
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Film Record of Missile Kesearch 


Production of a technical film 
report, Re-entry Nose Cone Re- 
covery Systems by Cinefonics, Inc., 
a division of Cook Electric Co., of 
Chicago, demonstrates the effec- 
tiveness with which sound motion 
pictures can be used for the inter- 
change of scientific information in 
our research and development de- 
fense effort. 

This film tells the story of the 
development by Cook Research 
Laboratories of the system for 
recovery of missile nose cones re- 
turning from outer space. Devel- 
opment tests took place over a 
period of more than a year in 
widely separated places—Southern 
California, suburban Chicago, Ala- 
bama, Florida and the South 
Atlantic ocean. 

No scientist could travel in time 
or distance to observe all these 
activities. Yet in less than 30 
minutes the film draws them to- 
gether in a cohesive story which 
makes clear: 

1. The problems involved in the 
development of this system. 

2. The development and test ac- 
tivities necessary to solve these 
problems. 

3. The construction and testing 
of the recovery system. 

4. The successful use of the 
system to recover the cone from 
the Atlantic ocean test range. 

Although production of such 
film normally requires several 
months, Cinefonics produced Re- 
entry Nose Cone Recovery Sys- 
tems in just three weeks. 

Within a few hours after the 
final recording session in the Mor- 
ton Grove studios, the film was 
shown to scientific personnel of a 
related ballistic missile program in 
the east. By means of this unusual 
form of technical reporting, our 
nation’s ballistic missile develop- 
ment effort was expedited. 

Charles O. Probst, president of 
Cinefonics, Inc., directed the film’s 
production and was responsible for 
script and narration. Lido Andreoni 
and Lamar Bloodworth handled 
photography, editing and sound, 
working with engineer Hal Wacke- 
lin and Don Zimay. 

Photographed by Cinefonics for 
the Army, the film has been re- 





leased by the Department of De- 
fense for tv showings. 

For the science-minded, the 
over-all nose cone recovery system 
has three basic jobs to do: 

After the nose cone re-enters 
the earth’s atmosphere, the recov- 
ery device slows it up so it won't 
smash when it hits the water. 

The device also supports the 
nose cone in the water for as long 
as 48 hours; and provides a signal 
system so it can be found and 
brought back for further study 
The cone also spreads a shark re- 
pellant so that U. S. Navy men, 
who have to retrieve it, can do so 
without hazard from this source 


Below 


nm missile nose cone recovery 


film sequence shows steps 
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Above: artist's sketch shows arrangement of one of four “Atoms for 
Peace” theatres in U.S. exhibit at Geneva, with language controls. 


U.5. Atom Theatres at beneva 


Multi-Vox Sound System Gives Viewers Choice of 4 Languages 


A’ THE RECENT second inter- 
national “Atoms for Peace” 
conference in Geneva, the United 
States government presented a pro- 
gram of 44 technical motion pic- 
tures as a part of its effort to bring 
about the widest possible extension 
of information on the peaceful ap- 
plications of atomic energy (see 
BusiNess SCREEN, Issue 5, Vol- 
ume 19, 1958, page 29). 

The scientists from 61 nations 
and nine specialized agencies of 
the United Nations who attended 
the conference were able to hear 
the film presentations in their 
choice of the four official languages 
of the UN—English, French, Rus- 
sian and Spanish—by means of a 
unique four-track “Multi-Vox” 
magnetic sound system designed 
and built by the Los Angeles Divi- 
sion of the Lytle Engineering 
Company. 

Information on the technical de- 
tails and operation of the Multi- 
Vox system should be of interest 
to American companies which 
have export departments, and 
which have motion pictures they 
would like to show to multi-lingual 
audiences; and to companies with 
an audience of salesmen and engi- 
neers, for instance, to whom they 
would like to get across two or 






















Below: theatres in use during Ge- 
neva meeting. U.S. exhibit ad- 
joined Palais des Nations, site of 
formal sessions. 





a | 


more different kinds of information 
at a single showing. 

As set up at Geneva, the Multi- 
Vox system rear-projected a pic- 
ture on a specially designed polar- 
oid screen 36” x 48” in size, and 
the sound system utilized four 
magnetic 100 mil film tracks on a 
single head. 

This system was equipped with 





Above: Multi-Vox pedestal unit 
has headset, language selector, and 
volume control. 


a special electronic “Go—No-Go” 
coding system, with special codes 
punched into the film and sound 
track to enable the operators to 
get the correct sound track on with 
the correct film. The sound tracks 
were on 16mm magnetic film, and 
the picture track was on Eastman 
KCO film. 

Seven RCA Senior sound model 
16mm projectors, modified to op- 
erate with the special four-language 
magnetic sound track, were used 
with the Multi-Vox system. A 
Lytle-designed interlock control 
unit on each projector was used to 
simultaneously start the projector 
and the four separate sound tracks. 


A safety interlock, incorporated in 
the control unit, insured synchro- 
nization of sound and picture. 

At Geneva, the four individual 
Multi-Vox theatres were located in 
the technical section of the United 
States exhibit, on a special mezza- 
nine built above the other exhibits. 
Each theatre seated 14 people, 
with headphones and a language 
control unit at each seat. Five ad- 
ditional units were spaced along a 
railing behind the last row of seats, 
for the convenience of passersby. 

As another convenience, the 
catalog number of the film being 





The 


Above: rear-projection unit. 
interlock control under RCA pro- 
jector synchronizes sound and film. 


shown was indicated in a square to 
the left of the screen; below it was 
the number of the film scheduled 
to be shown next. 

Entering the U.S. exhibit at 
Geneva, visitors were given a cat- 
alog from which they selected the 
motion pictures they wished to see. 
They gave their selection, by num- 
ber, to the exhibit hostess, who 
directed them to the theatre in 
which it was to be shown. If none 
of the four theatres was available 
immediately, the visitor was given 
an appointment for a later show- 
ing. 

To operate the individual Multi- 
Vox unit, the visitor simply turned 
the upper language-selector knob 
to the language of his choice. Vol- 
ume was controlled by the lower 
knob. 

The Multi-Vox theatres alone 
attracted 15,000 spectators, and 
the theatres had 1,800 showings 
of the 44 U.S. atomic energy films. 

Lytle took its own engineers to 
Geneva to operate the Multi-Vox 
system. Project engineer for the 
company was James L. Gaylord, 
manager of the Los Angeles Divi- 
sion. Howard M. Tremaine was 
operating engineer and Forrest B. 
Jacquart assistant operating engi- 
neer. > 


BUSINESS 





IAVA AT PRINCETON: 
(CONTINUED FROM PAGE 36) 
research and development work on 
audio and visual apparatus includ- 
ing a new film projector with non- 
intermittent action for use in tele- 
vision film scanning. A new Bell 
Laboratories’ color film on The 
Transistor was previewed as an 
opening program event during the 
Visit. 

A featured event at the Prince- 
ton Inn was the informal presenta- 
tion by Joe Glaser, Educational 
Director of the United Rubber 
Workers, AFL-CIO, who told how 
unions use music in the labor 
movement. He traced the historical 
antecedents of labor music, de- 
scribing its songs as an important 
force in creating labor solidarity, 
particularly on the early frontiers 
of the movement as in the South 
and Near South states years ago. 

An accomplished folk-singer, 
Mr. Glaser illustrated his text with 
Stirring music out of the past and 
near-present. “Good songs came 
out of the areas and times where 
labor fought hardest,” he said. 
“Workers don’t sing as much in 
these days of contract renewals 
with their complicated formulas.” 

Back in 1905, Mr. Glaser said, 
when the average worker in some 
industries was putting in 56 hours 
for $11 a week and not a paid 
holiday in the country, such groups 
as the Industrial Workers of the 
World successfully fanned the 
flames of discontent with such 
songs as “Dump the Bosses Off 
Your Back” (to the tune of “What 
a Friend We Have in Jesus”). 

Mr. Glaser, who sang the songs 
accompanied by his guitar, obvi- 
ously enjoyed his tongue-in-cheek 
jibes at the assembled IAVA capi- 
talists and they, in turn, gave him 
a rousing ovation. 

Other member presentations and 
useful topical go-around programs 
included a talk by Roy R. Mum- 
ma, U. S. Steel Corporation, on 
“Selecting Color for Visuals” and 
a case report on “How A-V Sells 
TCP” by Frank Brown of the Shell 
Oil Company. A _ pre-television 
premiere of the latest Bell System 
film in its widely-heralded Science 
Series was presented as IAVA 
viewed Gateway to the Mind. 
Frank Greenleaf, president of the 
organization, introduced Gov. 
Meyner. Members Bill Stern 
(American Telephone & Tele- 
graph) and Alden Livingston (E. 
I. DuPont) were program chair- 
men in charge of the Eastern event. 
The annual Spring Meeting of 
IAVA in 1959 was announced for 
Chicago next May. i 
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ATLAS FILM CORPORATION 


Producers of Quality Motion Pictures, Sound Slidefilms, Theatrical Shorts, TV Commercials 
ESTABLISHED 1913 


lll SOUTH BOULEVARD, OAK PARK, ILLINOIS + CHICAGO PHONE: AUSTIN 7-8620 
OFFICES IN CHICAGO, WASHINGTON, D. C., AND HOLLYWOOD 


% the wealth of mature film sense, skill and judgment achieved only through many years of actual production experience 








Film Points Up Importance 
of Reliability in Small Parts 

New demands on product and 
producer in the “age of reliability” 
are entertainingly depicted in The 
Search for Reliability, a 16mm 
sound and color industrial motion 
picture produced by Standard 
Pressed Steel Co. The 28-minute 
film is believed to be the first to 
take a broad view of the pressures 
for higher reliability in all of in- 
dustry. 

The narrated documentary is 
based on a successful SPS booklet 
on the subject which has been 
widely distributed by industry to 





Shooting scene for SPS film. 


its employees and suppliers. Basic 
theme of the film—and the book- 
let—is that today’s world is in- 
creasingly “an automated, electron- 
ically regulated wonderland of 
technical wizardry.” 

In this swifter-paced, more com- 
plex environment (the film points 
out) there is less and less room for 
error. Increasingly, all the parts 
must work, even the seemingly in- 
significant ones. The pressure is 
for ever-mounting reliability—a re- 
liability which now has a more pre- 
cise, and even mathematical mean- 
ing 








he need for high reliability is 
not limited to the military and to 
missiles and electronics — fields 
where the subject has recently 
evolved as a branch of engineering 
—but extends to all phases of pro- 
duction for industry and for the 
general public as well. 

Some examples of the growing 
importance of reliability-oriented 
thinking cited and dramatized in 
the film include: the mid-fight tv 
set blackout; the wash-day washer 
breakdown; and in general, the es- 
timated annual consumers’ bill of 
$20 billion for service and repairs. 

The film underscores the im- 
portance of the human factor in 
the reliability equation. But it also 
makes a good case for a closer 
scrutiny of the little things, the 
miscellaneous small parts which, 
in weakest-link-of-the-chain fash- 
ion, are as important as the big 
parts in determining over-all prod- 
uct reliability. 


What's New in Sponsored Pictures 


Current Motion Pictures for Business and Government 


The film is of particular interest 
to designers, product engineers, in- 
dustrial quality control and pro- 
duction people, and top manage- 
ment in general. 

Requests for group showings 
should be made to A. W. Scott, 
Advertising Dept., Standard 
Pressed Steel Co., Jenkintown, 
Pennsylvania. Be 

* * * 

North Dakota Tells the Story 

Of Its Advantages in a Film 

vy North Dakota is a new addition 
to the list of states which are us- 
ing motion pictures to tell the story 
of their industrial, agricultural and 
recreational advantages. North Da- 
kota . . . the Changing Picture, a 
27-minute 16mm sound-color film 
produced by Bill Snyder Film Pro- 
ductions for the Greater North 


Dakota Association, captures the 
color and excitement of one of 
America’s most interesting but lit- 
tle-known states. 

From its fat cattle herds to its 
lush wheat farms . . . from its oil 
wells and its industry to its scenic 
tourist attractions . . . from the 
cowboy on the trail to its busy cit- 
ies . . . from its hunting and fish- 
ing to its cultural life, North 
Dakota presents a profile of the 
state’s people, its climate, and its 
great potential for the future. 

Prints are available for free 
showings to clubs and other organ- 
izations and for use by tv stations 
as public service program mate- 
rial. Requests should be addressed 
to Greater North Dakota Associa- 
tion, Box 1781, Fargo, North Da- 
kota. Q 








BUSINESS FILM PRODUCERS 
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New Film Will Heip Explain 
Machine Tools to the Public 

vy One Hoe for Makwanga, a mo- 
tion picture designed to tell the 
story of machine tools to the gen- 
eral public, is now in production 
for the National Machine Tool 
Builders’ Association. 


“There has long been a need for 
some means of acquainting more 
people with the nature and func- 
tion of machine tools,” says A. V. 
Bodine, association president. 
“They are basic both to our stand- 
ard of living and to our national 
defense; and yet thousands of peo- 
ple do not know what they are or 
what they do.” 

The film is being produced for 
the association by Reid H. Ray 
Film Industries, Inc., from a script 
by Oevesti Granducci, Inc. John 
Lytle, Dayton, Ohio, is serving the 
association as technical advisor on 
the project. 

One Hoe for Makwanga takes 
its title from Makwanga, a tiny 
village in the heart of Africa, where 
crude agricultural implements are 
still being made by the most primi- 
tive methods. In Makwanga it takes 
a whole day to make a single hoe. 
The film will open with actual 
scenes made in Makwanga by the 
producer’s cameramen, then switch 
to present-day American mass- 
production methods with emphasis 
on the importance of machine tools 
to both our civilian standard of 
living and our national defense. 

The film is expected to be re- 
leased early in 1959. It will be 
made available to business, civic, 
social and school groups on a free- 
loan basis. 

Planning of the film has been in 
the hands of a special NMTBA 
committee, chairmanned by Rowell 
A. McCleneghan, advertising man- 
ager of the Barber-Colman Com- 
pany. 

Other committee members are: 
Ross T. Beirne, advertising man- 
ager, Giddings & Lewis Machine 
Tool Company; Harry H. Gotberg, 
vice-president, engineering and re- 
search, Colonial Broach & Machine 
Company; James T. Harrington, 
secretary, E. W. Bliss Company; 
Alphons J. John, manager, em- 
ployee and community relations, 
Kearney & Trecker Corporation; 
Robert D. Lawson, vice-president 
and sales manager, Grinding Ma- 
chine Division, Norton Company; 
Carl J. Linxweiler, advertising and 
sales promotion manager, The 
Sheffield Corp.; Frank W. Pen- 
singer, advertising manager, The 
Monarch Machine Tool Co.; 
Charles M. Reesey, vice-president, 
Cincinnati Milling Machine Co. 
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7 the wealth of mature film sense, skill and judgment achieved only through many years of actual production experience 


“Solid Gold Hours” Previewed 
For British Sales Executives 
Dartnell Corporation’s new 
color motion picture, Solid Gold 
Hours, and its new sound slidefilm 
series, Human Relations in Selling, 
were previewed for leading British 


sales managers and_ industrialists . 4 a a w W 0 2 4 M A Pr | § i { P M Fr A ce S 
by Gordon Fyfe, Dartnell vice- y 

president, during a combined busi- ¢ 
ness-vacation trip to England re- Wa LO i is ¢ R » e 0j é CTO M4 Li i 7 
cently. — 

The films were shown at two 
meetings in the new National Film 
Theatre, London, arranged jointly 
by the G. B. Film Library, dis- 
tributor of Dartnell’s sales training 
materials in the United Kingdom, 
and the London Branch of the In- 
corporated Sales Managers’ Asso- 
ciation. Approximately 1,000 per- 
sons attended the two meetings. 

Interest in the film presentations 
indicates that British industry and 
commerce are solidly behind the 
idea of the value of visual aids for 
sales training. 

During his stay in England, Mr. 
Fyfe visited the G. B. Film Library 
and toured Rank Precision In- 
dustries Ltd.’s factory at Mitchel- 
dean, Gloucestershire, where cine 
cameras, projectors and other 
equipment in the G. B.-Bell & 
Howell line are manufactured. 

At Perivale, Middlesex, Mr. 
Fyfe inspected the G. B. Library’s 
film distribution facilities, including 
its record-keeping and film-inspec- 
tion departments and a new “Vis- 
tem” system, a centralized clearing- 
house for recording booking orders 
from schools, universities, hospit- 
als, church and civic organizations, 
and business and industrial firms. 

The G. B. Film Library, a unit 
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Operation of projector mechanisms in “run-in” cabinet is one of 
many quality controls that assures long life of Victor projectors. 


Victor sets highest standards for projector quality 





of the J. Arthur Rank Organiza- 

tion, has recently added new film 

laboratory facilities for producers. 
* * * 


New Film on Youth Fitness is 
Aimed at School, Civic Groups 
A 16mm _ motion picture in 
sound and color on Youth Fitness 
is being produced for The Athletic 


Victor 16mm sound projectors have justly 
earned a reputation for turning in extra years 
of trouble-free service. Just take a look at any 
new Victor to see why—and you'll find the 
answer in quality workmanship and materials 
that meet the most rigid specifications. 


For example, every projector mechanism is 
operated continually for 6 hours to check 
performance before complete assembly. Each 
amplifier is fully tested with a battery of 
electronic instruments. Sapphire-tipped film 


shuttles are individually inspected under high 
magnification. Measurements of light output 
and movement of film over sound drum are 
made for every projector to assure brightest 
pictures and clearest sound. 


This kind of attention to detail has always 
paid off in greater dependability and lower 
maintenance costs with Victor projectors. So 
compare workmanship before you order, your 
next projector—and you'll be sure to 
specify Victor. 


Institute, Chicago, by Dallas Jones 
Productions. Purpose of the film, 
which is scheduled for release early 
in 1959, is to increase the number 
and improve the quality of youth 
fitness programs throughout the 
United States. 


NEW VICTORS 
FOR OLD—FREE 


oa MAIL BEFORE DEC. 31, 1958 BS-3 
Victor Animatograph Corporation * Division of Kalart * Plainville, Conn 


I believe that the following Victor sound-on-film projector is one of the 


: : 10 oldest still in use: 
We wish to obtain the ten oldest Victor 


! 
| 
| 
| 

sound-on-film projectors still in use — and 
| 
| 
| 
| 


; H : Serial No 
Intended primarily for showings Model 
before PTA groups, school boards. offer to exchange them for brand-new Victor Name 
civic organizations and similar au- Assembly 10 models at absolutely no cost. If Position 
: . = . Pe ‘ you believe that your Victor q:zalifies, simply Address 
diences, the film also will be avail- fill out coupon and mail before this offer ; 
able for general audiences and City Zone State 


expires on December 31, 1958. | 
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youth groups. 

Information on showings may 
be obtained through The Athletic 
Institute, 209 S. State St., Chicago. 
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INDUSTRIAL FILMS 


plevision graphics inc 





TELEVISION COMMERCIALS 





C JUDSON 6-1922 





Now it is AVAILABLE! 


16mm 
EKTACHROME 


blowup 


to 


35mm 


EASTMAN 
COLOR 
NEGATIVE 





The introduction of 16mm EKTA- 
CHROME color film now enables 
an improved quality blowup to 
35mm theatrical size EASTMAN- 
COLOR. For those who prefer qual- 
ity at a lower cost we can help 


you to save on your productions. 


CINEMA RESEARCH, INC. 


Please send for illustrated brochure 
of prices and services 
optical effects 
art titles inserts 
35mm 16mm 


716 N. LA BREA HOLLYWOOD 38, CALIF. 
WEbster 3-930! 
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Bergmann, Whitesell Named 
Vice-Presidents at Transfilm 
Robert Bergmann has been ap- 
pointed vice-president in charge of 
the TV division and Thomas 
Whitesell has been named vice- 
president in charge of motion pic- 
ture production at Transfilm In- 





Thomas Whitesell, Transfilm VP 


corporated, it was announced by 
William Miesegaes, president of 
the company. 

Bergmann, formerly a producer- 
account executive, joined Trans- 
film two and a half years ago. 
Prior to that he was head of radio- 
tv at Norman, Craig and Kummel 
advertising agency, and also oper- 
ated his own tv show packaging 
firm. 

Whitesell, formerly senior pro- 
ducer, has been with Transfilm 
three and a half years, and prior 
to that produced The Joe Louis 
Story and Canyon Crossroads, both 
released by United Artists. iy: 


* * * 


William R. Johnson Appointed 
Exec. V.P. at Lewis & Martin 
Appointment of William R. 
Johnson as executive vice-president 
of Lewis & Martin, Inc., Chicago, 
has been announced by Herschell 
G. Lewis, president. Johnson form- 
erly was president of Flicka Films 
and prior to that worked for Kling 
Film Productions, Chicago. Wy 


ca bo ae 


Levy Heads Chicago Office of 
Robert Lawrence Productions 

Robert L. Lawrence, president 
of Robert Lawrence Productions 
of New York City and Toronto, 
Canada, and Lawrence-Schnitzer 
Productions, Inc., Hollywood, has 
announced the opening of a Chi- 
cago office, to be headed by Len 
Levy as executive producer. 

Levy formerly was executive 
producer at Kling Film Produc- 
tions, Chicago. He holds a graduate 
degree in advertising. The office 


BUSINESS 


will provide closer contact and 
better liaison for Lawrence ac- 
counts in the midwest area. ay 
* * x 

Sidney Barger Joins Paragon 
Pictures, Inc. as General Mgr. 

*y Appointment of Sidney Barger 
as general manager of Paragon Pic- 
tures, Inc., Evanston, Illinois, has 
been announced by Robert Laugh- 
lin, president. 

Barger’s credits include work in 
films, tv and radio where he held 
such positions as writer, producer 
and director of film operations. He 
also served as a Navy combat pho- 
tographer. 

Most recently he worked for sta- 
tion WYWD in Columbus, 
Ohio. ty 

* . * 
Perry King Joins Convair 

Perry King, one of the founders 
and for the past 12 years president 
of Polaris Pictures, Hollywood, 
has announced his appointment as 
motion picture supervisor of Con- 
vair, a division of General Dy- 
namics Corp. His headquarters will 
be at Convair’s Fort Worth, Texas 
plant. Polaris Pictures will con- 
tinue as an independent film pro- 
duction company. New officers 
have not as yet been announced. 
Current film commitments will be 
handled by John Nash and Mere- 
dith Nicholson of the company. 





WE COVER 
THE WORLD 
Our “growing pains” take us 
everywhere, and we point with 
pride to some of the clients 

we have served: 

—a trade industry group with 
headquarters in Boston; 
—a world-wide industrial or- 
ganization with headquar- 

ters in Chicago; 

—a leading television company 
in Hollywood; 

—an international assignment 
that took us to Europe. 
Our business is motion 

pictures. 
We KNOW our business. 


STARK FILMS 


Since 1920 


Producers of 
Motion Pictures that sell 


Howard & Center Streets 


BALTIMORE 1, MARYLAND 





First Choice of Industry 
ls Business Screen Magazine 
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H. C. Kjeldsen . . . to Orlando 


H. C. Kjeldsen Will Manage 
Byron’s New Florida Office 
Byron, Inc., film laboratory, 
has announced the opening of a 
branch office at 1226 East Colonial 
Drive, Orlando, Florida, to provide 
better service to the company’s cli- 
ents in southeastern states. 
Holger C. Kjeldsen, senior ed- 
itor and supervisor for special 
projects in Byron’s Washington, 
D. C. office, will be in charge of 
the Orlando office, which will of- 
fer complete editing facilities and 
technical counsel service. Kjeldsen 
has had more than 20 years of 
experience in production, editing 
and other phases of laboratory op- 
eration, the last six with Byron. 
Byron’s headquarters laboratory 
in Washington recently was ex- 
panded to include what the com- 
pany says is the largest and most 


s 
Is Your Film 
Scratched? 
Dirty? 
Brittle? 
Stained? 
Worn? 
Rainy? 
Damaged? 


Then why not try 


Ht t 





LM DOCTORS” 


Specialists in the Science of 
FILM REJUVENATION 


RAPIDWELD Process for: 
e Dirt 
“Rain” 


e Scratch-Removal 
e Abrasions * 


rapid 


37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 


Send for Free Brochure, “Facts on Film Care” 
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complete Westrex commercial 
sound system in the U. S. Ue 


* * * 


Alexander Names Zone Mgrs. 
To Supervise 11 Sales Areas 
vy Appointment of 11 zone man- 
agers to supervise its nationwide 
local sales force has been an- 
nounced by Alexander Film Co., 
Colorado Springs. The managers 
and their headquarters cities are: 

Irving Saver, Norwood, Mass.; 
David McWreath, Washington Pa.; 
C. W. Goodnight, Lexington, Ky.; 
W. G. Kirkscey, Memphis, Tenn.; 
Jack C. Allen, Indianapolis, Ind.; 
J. K. Boyle, Milwaukee, Wis.; J. L. 
Lasswell, Kansas City, Mo.; Ralph 
Bonar, Denver, Colo.; B. F. Ad- 
cock, Dallas, Tex.; C. J. Dexter, 
Hollywood, Calif.; and Al D. 
Snead, Portland, Ore. ae 


Hillhouse to San Francisco 

* W. A. Hillhouse, formerly res- 
ident sales vice-president in Chi- 
cago for Alexander Film Co., Colo- 
rado Springs, has been transferred 
to a similar post in San Francisco. 
He will be in charge of the sale 
of the company’s film and mer- 
chandising programs to national 
advertisers in the Bay area, with 
offices at 444 California St., San 
Francisco. ay 


* * * 


Screen Cartoonists Guild 
Holds Annual Film Festival 
Ten producers of animated 
films exhibited their latest styles 
and techniques in tv commercials 
and business films at the sixth an- 
nual Screen Cartoonists Guild Film 
Festival, held October 17 at the 
Sheraton-West Hotel, Los Angeles. 
The annual show is a non-com- 
petitive event representing the 
work of commercial animators and 
entertainment cartoonists in the 
Los Angeles area. Purpose is to 
promote the work of the Guild’s 
membership to television adver- 
tisers, advertising agencies and 
members of the film industry. & 
* ok * 


Chicago Film Lab Now Has 
35mm Registration Facilities 
* Chicago Film Laboratory, Inc. 
now has facilities for making 
35mm. registration fine grains and 
registration high contrast prints 
used in making optical negatvies. 
This is the first time this service 
has been made available to inde- 
pendent producers in the Chicago 
area. Prior to this, it had been 
necessary for producers to ship 
their negatives to New York or 
Hollywood for registration prints 
and the special effects negatives to 
to be made from them. Vad! 


SYLVANIA 


ceRAMIC|BLUE TOP 


~ PROJECTION LAMPS... 


for all makes .. . all types... in all sizes 








New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector . . . to 
fill your exact requirements for clear, 

brilliant projection. 


Blue Tops offer these superior qualities: 


Brighter . .. Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops 
machine-made filaments assure pictures 
bright as life. 


Cooler... Ceramic Blue Top is bonded to the 
glass for improved heat dissipation . . . cooler 
operation assures longer lamp life 


Longer Lasting . . . Exclusive Sylvania shock 
absorber construction protects filaments from 
vibration damage. 


Use Sylvania Ceramic Blue Top in your projector 
... your slides and movies deserve the best! 


SYLVANIA ELectric Propucts, INnc., 1740 Broadway, New York 19, N. Y. 


¥ SYLVANIA 


. «+ fastest growing name in sight! 


LIGHTING + RADIO ELECTRONICS TELEVISION + ATOMIC ENERGY 


OUR EXPERIENCE IS 


YOUR KEY TO 


SERVICE & DEPENDABILITY 





CAMART CAR 
TOP CLAMPS 


Insure a steady sup 
port for your news- 
reel camera when 


atop a station wagon 


or car platform 
Set of 
three $28.00 





CAMART DUAL SOUND READER 


© Edit single and double system 16mm or 35mm optical sound 





















¢ Edit single system magnastripe or double system magnetic sound 


e Use with any 16mm motion picture 
viewer to obtain perfect lip-sync 
matching of picture to track. Mag- 


netic or Optical model 
$195.00 


(Viewer additional) 
CAMART CORE 
DISPENSER 


Just what you've been looking for 
for keeping plastic lab cores handy at 
all times. Attaches to wall 


rc 








Aluminum 
_ $ 9.50 
“et 11.50 
36” 14.50 








we CAMERA MART i. 


1845 BROADWAY (at 60th St NEW YORK 23 


Plaza 7-6977 «+ Coble 











Motion pictures with a Christ- 
mas theme are always in great de- 
mand during the holiday season, 
for showings at programs for em- 
ployees and their families or as 
part of Christmas parties for chil- 
dren held annually by civic, social 
and fraternal groups. 

As a service to these organiza- 
tions, the Editors of BuUsINEss 
SCREEN list here a selection of 
films especially suitable for show- 
ing at Christmas time. The source 
of each film is shown at the end 
of the individual listing, and in- 
formation as to whether it is avail- 
able on a purchase, rental or free 
loan basis. Complete addresses of 
the various sources are given at 
the end of the listings. 

While all of the films except 
those indicated as being on a free 
loan basis may be purchased out- 
right, most of them may also be 
rented for individual screenings. 
either directly from the source, o1 
through film rental libraries in 
most of the larger cities throughout 
the country. It is advisable to con- 
tact local sources first, to see if the 
film is available in your city on a 
rental basis. 

Because of the demand fo: 
“Christmas” films during the hol- 
iday season, bookings should be 
reserved as far in advance as pos- 
sible, to avoid disappointment, or 
to allow for an alternate choice if 
the original selection is not avail- 
able on the desired date. 

« * * 

A Charles Dickens Christmas, 22 

min., color or b/w. Adapted 
from “The Pickwick Papers,” this 
film dramatizes one of the best- 
known incidents in English lit- 
erature—the Christmas visit of 
Mr. Pickwick and his friends to 
Dingley Dell Farm. In the large 
parlor, everyone responds to the 
cordial atmosphere, and above all 
to the joyous capers of Mr. Pick- 
wick, who excels in all the merry- 
making. Source: Encyclopaedia 
sritannica Films. Purchase 
color, $240; b/w, $120; rental 
color, $8.50, b/w, $4.50. 
Christmas Customs Near and 

Far, 13% min., color or b/w. 
This warm and colorful story re- 
lates the origins of many of our 
Christmas customs. Children of 
German, Swedish, Mexican, Ital- 
ian and Chinese descent enact 
typical Christmas celebrations of 
those countries, against a rich 
background of favorite Christmas 
music. Source: Coronet Films 
Purchase — color, $125: b/w, 
$68.75. For rentals, consult your 
local film library. 

Christmas on Grandfather's Farm 

(1890's), 22 min., color or b/w. 
This new film recreates a Christ- 





Films for the Christmas Season 


mas celebration in details known 
now only from books or grand- 
parents’ telling. On an _ old- 
fashioned sleigh ride, the Brad- 
ford family makes a nostalgic 
trip to Grandfather’s farm—to 
re-live an American Christmas as 
it was celebrated at the turn of 
the century. Source: Coronet 
Films. Purchase—color, $200, 
b/w $110. For rentals, consult 
your local film library. 
Christmas Rhapsody, 11 min., 
b/w. The heart-touching story 
of the littlest Christmas tree, as 
tender and warm as the meaning 
of Christmas. Photographed in 
one of America’s most beautiful 
settings, near Brighton, Utah. 
The familiar music and carols of 
Yuletide are woven throughout 
the film by a full symphony or- 
chestra and chorus. Source: En- 
cyclopaedia Britanica Films. 
Purchase—$60; 


rental—$2.50. 
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Christmas Scenes in Quebec, 10 

min., color. This film contains 
scenes of Christmas time in Que- 
bec, with houses decorated for 
the occasion. There is lovely 
music, with the Canadian Christ- 
mas carols sung by “Les Petits 
Chanteurs de Granby.” Source: 
Quebec Tourist Bureau. Avail- 
able on free loan basis. 


Christmas Through the Ages, 14 
min., color or b/w. The story 
of Christmas, blended from Bib- 
lical history, myths, legends, and 
customs. Dramatic scenes trace 
the symbols of Christmas to their 
many sources and reflect that 
world-wide participation in a hol- 
iday which celebrates good will 
and peace on earth. Source: En- 
cyclopaedia Britannica Films. 
Purchase—color, $150; b/w, $75; 
rental—color, $5.50, b/w, $3. 


Forestalling 
damage 

is better than 
repairing 
damage 


Prer.ess 


TREATMENT 


—after 25 years, 
still the best way to 
protect and 
preserve film. 


Get longer life from your prints! 






EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


Write for brochure 
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The Cuckoo Clock That Wouldn't 
Cuckoo, 11 min., color or b/w. 
Hans Ticktocker, master clock- 
man, is requested by the young 
prince to fix a broken cuckoo 
clock. He tries again and again 
to solve the mystery of the 
clock’s silences. Finally he de- 
cides that the cuckoo is lonely, 
and won't sing until another bird 
sings with her. This proves to be 
the case, and the prince rewards 
him liberally for his service. 
Source: Coronet Films. Purchase 
—color, $100; b/w, $55. For 
rentals, consult your local film 
library. 
How the Animals Discovered 
Christmas, 134 min., color or 
b/w. Velvet the Fawn comes upon 
Bluebird with a broken wing. As 
Old Doc Owl, Buttons the Squir- 
rel, Inky the Crow, Grumbles the 
Bear and the other animals of 
Cozy Valley find ways to help 
Bluebird, they also discover the 
spirit of Christmas. Colorfully 
filmed in animation. Source: 
Coronet Films. Purchase—color, 
$125; b/w, $68.75. For rentals, 
consult your local film library. 


The Littlest Angel, 13% min.., 

color or b/w. To the gates of 
Heaven came a small and very 
lonely little angel who, though he 
tried hard to look and act like a 
good little angel should, just 
couldn’t seem to stay out of trou- 
ble. Then, one day, the kindly old 
Understanding Angel granted the 
Littlest Angel’s wish. From that 
day, the cherub’s conduct and 
appearance were above reproach. 
When Jesus was born, the gift of 
the Littlest Angel was chosen by 
God to shine as an inspiration 


for all men. Source: Coronet 
Films. Purchase — color, $125; 


b/w, $68.75. For rentals, consult 
your local film library. 
The Nativity, 19 min., color. Pri- 
marily an education film, al- 
though religious in subject. Nar- 
rative is from the gospels of St. 
Luke and St. Matthew, heard 
against the rich musical back- 
ground of medieval religious 
themes as chanted by cathedral 
choirs. Its scenes are literally 
created by such Renaissance mas- 
ters of art as van der Weyden, 
van der Goes, van Eyck and Mem- 
linc. Source: United World Films. 
Purchase—$200. In large cities, 
prints may possibly be available 
through local Art Museum or 
Public Library. 
The Night Before Christmas, 11 
min., color or b/w. As agile as 
ever in spite of his age, Santa 
Claus plays the leading role in 
this re-enactment of “A Visit 
from Saint Nicholas.” This 19th. 
century American classic has 
been filmed with an original mu- 
sical score to accompany the fa- 
mous poem that begins “’Twas 
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the night before Christmas.” 
Source: Encyclopaedia Britan- 
nica Films. Purchase —color, 
$120; b/w, $60. Rental —color, 
$4.50; b/w, $2.50. 
Santa and the Fairy Snow Queen, 
26 min., color or b/w. The 
Fairy Snow Queen gives life to 
Santa’s dolls on Christmas Eve. 
Jack-in-the-Box, Toy Soldier, Mu- 
sical Doll, and other dolls dance 
and sing for Santa to the music 
of Tschaikowsky’s “Nutcracker 
Suite” and ‘‘The Sleeping 
Beauty.” Source: Encyclopaedia 
Britannica Films. Purchase — 
color, $180; b/w, $90. Rental- 
color, $6.50, b/w, $3.50. 
Silent Night: Story of the Christ- 
mas Carol, 13% min., color or 
b/w. Filmed in Austria, this film 
presents the history of the most 
inspiring of all Christmas carols. 
It tells how a poem on the beauty 
1f the Christmas season was later 
set to music, and how it traveled 
from the small, remote villages 
of the Alps, all over the world 


in San Francisco 





The Kind 

of pioneering experience responsible for 
carly developments in magnetic sound 
recording’, the “30-50” automatic sound 
slide system*, and kine recording camera 
shutter mechanism’, 


Makes this 

the kind of organization that can eco 
nomically solve your problems, bring 
your picture to successful conclusion 


October, 1947, Palmer Magnetrack system 
ed for first network radio show produced 
on tape, Bing Crosby, ABC Radio. 

Developed by Palmer and accepted as 
“standard” by the industry in 1949. 

1952, Palmer Films made closed circuit 
video films of Peabody Award winning 
Standard Hour” program 


YUKON 6-8961 


t. a. Vf) 


admer felms, (ne. 


611 HOWARO STREET, SAN FRANCISCO & 








HAVE EXPERIENCE 
WILL WORK 


Producer-Director, 7 years 
experience, M.P. and Slide pro- 
duction. High Budget — Low 
Budget. 

Want permanent assignment 
with management opportunity. 
Excellent background in client 
contact, bidding and budget 
control. 

Will relocate for right op- 
portunity. Resume on request. 
Write Box BS-10A 
BUSINESS SCREEN 


7064 Sheridan Rd., Chicago 26 
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to become a universal symbol of 
the Christmas spirit. Source: 
Coronet Films. Purchase—color, 
$125; b/w, $68.75. For rentals, 
consult your local film library. 
Spirit of Christmas, 20 min., color 
or b/w. This film presents two 
of the most beautiful Christmas 
stories, “The Nativity,” from the 
Bible, and “The Night Before 
Christmas,” by Clement Clark 
Moore. The film features the 
Mabel Beaton Marionettes. 
Source: Bell Telephone Co. local 
business offices and Association 
Films, Inc. (in 10 southeastern 
states and District of Columbia). 
Available on free loan basis. 
A Tree Grows for Christmas, 12'» 
min., color. This film tells the 
story of the Christmas tree in 
history and in legend, and of the 
Christmas tree industry today. It 
shows that cutting these trees, 
when properly done, is good for- 
estry. It shows how the trees are 
cut and marketed, as well as the 
proper method of handling a 
Christmas tree after it is brought 
home. Source: United States For- 
est Service, Washington, D.C. 
Available on free loan basis. 
A Visit from Saint Nicholas, 4 
min., color or b/w. This peren- 
nial favorite will add much to 
school Christmas programs, class 
parties, and church programs. 
Produced in delightful anima- 
tion, the film retells the story of 
the midnight visit of St. Nicholas 
Source: Coronet Films. Purchase 
—color, $30; b/w, $15. For rent- 
als, consult your local film li- 
brarv. 


CHRISTMAS FILM SOURCES 


Also contact nearest film li- 
brary for other rental films; 
see National Directory 
sources on page 66 of this 
issue. 


Association Films, Inc. Offices at 
Broad & Elm, Ridgefield, N.J.; 
561 Hillgrove Ave., LaGrange, 
Ill.; 1108 Jackson St., Dallas 2. 
Tex.; 799 Stevenson St., San 
Francisco 3. 
Bell System: American Telephone 
& Telegraph Co., 195 Broad- 
way, New York City 7, or local 
Bell Telephone Co. business of- 
fices. 

Coronet Films (Sales Dept.), 65 
E. So. Water St., Chicago 1. 
Encyclopaedia Britannica Films, 
1150 Wilmette Ave., Wilmette 

Il. 

United World Films ( Educational 
Dept.), 1445 Park Ave., New 

York City 29. 

Quebec Tourist Bureau, 26 Rocke- 
feller Plaza, New York City. 
United States Forest 
Washington, D.C. 


Service, 
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Motion Pictures 
With a Message - 


YOUR Message ! 





MC 





Melvin Shaw 


Hollywood Professional Building 
7046 Hollywood Boulevard 
Hollywood 28, California 

HOllvwood 9-0042 





CAPITOL LIBRARY SERVICES 


THE FINEST IN RECORDED — MUSIC 


WE ARE NOW SERVING” OVER 200 FiLMPRODUCERS... 

OUR EXTENSIVE: UbrARy CONTAINS 100 HOURS 
re oe FOE BP iter. 

OF MUSIC IN Alt CATEGORIES... DESIGNED FOR USE 

ON TELEVISION, INDUSTRIAL AND SLIDE FILMS .. . 

AVAILABLE ON TAPES AND CORS:3PONDING 12” LP 


RECORDS. 


WRITE FOR, DETAILS: i. 
CAPITOL LIBRARY "SERVICES 
HOLLYWOOD & VINE 
HOLLYWOOD 28, CALIF. 
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Vidiomaster ‘'B'’ Screen 


New Vidiomaster Wall-Ceiling 
Screen Announced by Da-Lite 

Da-Lite Screen Company, War- 
saw, Indiana, has announced a new 
Vidiomaster Model B projection 
screen, one of a line especially 
designed and engineered for the 
audio-visual field. 

The new Vidiomaster B is a wall 
and ceiling model which feature 
Da-Lite’s “White Magic” V-4 glass 
beaded screen fabric. Brackets per- 
mit hanging from wall or ceiling, 
and the unit is light enough to be 
moved from spot to spot easily. 

The screen has a blue hammer- 
loid finish octagon case with 
chrome-plated end caps. Screen 
material is flame and fungus re- 
sistant. Screens are available in 
nine sizes ranging from 37” x 50” 
to 72”x96”", at prices from 
$23.95 to $72.95, through Da-Lite 
franchised audio-visual dealers. 


* * * 


5.0.8. Supply to Distribute 
New “Studio Quik Splicer’’ 
¥% S.O.S. Cinema Supply Corp. has 
been appointed primary distribu- 
tor of the new Studio Quik Splicer 
which is designed for splicing both 
16mm and 35mm film as well as 
magnetic tape. Components of the 
unit are non-magnetic (cast bronze 
and non-magnetic steel) and engi- 
neered for heavy duty operation 
Cutting blades are hand-honed. 
This butt splicer may be used 
for all types of film bases as well 
as optical or magnetic sound 
tracks. A Mylar tape is applied 
which is permanent, will not dry 
out or shrink and is unaffected by 
common film cleaning agents. 
Sound “pop” on magnetic sound 
track sometimes caused by ordi- 


S.0.S. 


ea 
Quik-Splicer 





ed 


New AUDIO-VISUAL Equipment 


Recent Product Developments for Production and Projection 


nary tape splices is eliminated with 
Quik-Splice tape. 

Simple to apply, the special tape 
is pre-cut to the correct size and 
paper-backed, similar to a Band- 
Aid. The operator positions the 
splice patch over aligning pins, 
strips off the protective backing 
and a good splice is made. Said to 
be comparable to splicers costing 
more than double, the Studio-Quik 
Splicer is priced at $79.50. Quik 
Splices are available in a handy 
dispenser containing 250 splices 
for $5.00 per package. 

Free samples and an illustrated 
brochure are available on request 
to S.O.S. at 602 West 52nd St., 


New York, or 6331 Hollywood 
Blvd., Hollywood. La: 
Consider... 


New Light-Weight Projector 

is Added to TSI 16mm Series 

vr Teclite, a new light-weight pro- 
jector for 16mm sound motion 
pictures, has been added to the 
line of equipment manufactured by 
Technical Service, Incorporatedyof 
Livonia, Michigan. 

The Teclite projector weighs 
less than 30 Ibs., runs on either 
AC or DC current, and incorpo- 
rates an 8” speaker—detachable 
if desired—which responds to a 
newly designed 15-watt AC-DC 
amplifier. 

A straightline optical system, 
coupled to an efficient cooling sys- 
tem, allows use of 1200-watt lamps 
for long throws or for specially big 
film presentations. Two-speed op- 


COLBURN 
COLOR 
POSITIVES 


(Eastman Internegative-Color Print) 


for your next 16mm release 





protect your original 

enjoy faster delivery 

finer color corrections 
uniform prints 

10 or a 1000 at lower costs 


GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 


Demonstration Reel available on request 





TCI Teclite Projector 


eration, plus reverse, is standard. 

External dimensions of the Tec- 
lite unit are 14”x 11%” x 13”. 
Light weight and portability of the 
projector is expected to make it 
adaptable to many industrial and 
educational applications. bt 


> * * 


Ceco will Sell Panavision 
Brightness Meter in East 


* Camera Equipment Co., New 
York City, has been appointed ex- 
clusive eastern distributor for the 
Panavision brightness meter, an in- 
strument that is said to represent 
a new high in versatile and accur- 
ate light measuring. 

The small, light-weight meter 
provides an objective analysis of 
screen brightness, screen brightness 
distribution (side to center), 
brightness seen from a side seat or 
balcony seat, and determinatior of 
screen gain. 

While intended primarily for 
theater use, the meter has applica- 
tion to other fields. The photog- 
rapher using telephoto lenses may 
use it for determining exposure 
levels for distant objects. The 
meter is of the “visual comparison” 
type. No warm-up period is neces- 
sary. The unit uses a single 1 2- 
volt standard flashlight battery. List 
price is $97.50. a 


* * * 


“Ultramatic’ Sound Projector 
Introduced by Harwald Co. 


vy A new, fully encased 16mm 
sound projector, known as the 
Ultramatic, has been introduced by 
the Harwald Company, Evanston, 
Illinois. 

The self-contained unit holds 
the stand, screen, projector, films, 
speaker and cord; and is equipped 
with casters for easy moving from 
one location to another. The case 
is said to eliminate objectionable 
projector noise, and the entire unit 
may be locked to prevent tamper- 
ing when not in use. 

The projector is equipped with 
safety trips which provide film pro- 
tection; filtered air keeps the pro- 
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jector clean, the light output high, 
and the film dust-free. 

Available from franchised Har- 
Wald dealers, the Ultramatic unit 
is priced at $695.00. la 


Harwald Ultramatic Projector 





Eastman Reports Gains in 
Sales, Earnings for Quarter 

Total sales of Eastman Kodak 
Company in the third quarter con- 
tinued slightly ahead of last year’s 
sales, the company reported, and 
quarterly earnings moved above 
the 1957 level for the first time this 
year. Both sales and earnings, the 
company reported, were the best 
that Eastman has had for a third 
quarter. 

Consolidated sales of the com- 
pany’s United States units for the 
third quarter were $197,385,339, 





GREEN FILM? 
DIRTY FILM? 


FilMagic Pylons (Pat. Pend.) quick- 
ly attach to any Iémm. projector. 
Automatically silicone - treat and 
protect film, clean gates as film is 
running. 


Special kits, complete with simple 
instructions for Ampro, B&H, East- 


man, RCA, TSI, Victor. Write for 

illustrations and prices. 

ECONOMICAL . . EFFICIENT 
THE 


DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 











about 2% more than for the 1957 
third quarter. Net earnings were 
$26,299,098, up about 3% from 
the same period of last year. Three- 
quarter sales totaled $55 1,006,974, 
a gain of about 2%; net earnings 
after taxes for the same period 
were $3,629,367, about 3% below 
1957. 

Professional still and motion 
picture films had moderately lower 
sales than a year ago. Sales of 
Kodak slide projectors showed sub- 
stantial sales advances for the three 
quarters thus far in 1959. ry 


ee ae 


ENGINEERING NOTEBOOK: 
(CONTINUED FROM PAGE 33) 
of the two-story building. From 
the ground floor, wires come up 
and over magnetized capstans and 
are automatically cleaned, condi- 
tioned and plated with copper, lead 
and brass in a 600-foot series of 
tanks. This engineering develop- 
ment resulted in a factory requir- 
ing only six operators. 


The film ends with the conclu- 
sion that there is one thing beyond 
the reach of machines, no matter 
how impressive they become: that 
is the creation of ideas. For the 
engineer, there is really no last 
page in his engineering note- 
book. ae 


* * * 


POINTED TO SUPPLIERS: 
(CONTINUED FROM PAGE 45) 
the rider was lost; for want of a 
rider, the battle was lost.” 

Literally, then, the sub-parts 
manufacturers hold a life in their 
hands, and this is the reason for 
the extremely close tolerances de- 
manded by Hughes and other air- 
craft manufacturers from their sup- 
pliers. 

The film is being shown to 
Hughes suppliers, and by them in 
turn to their executives, foremen 
and line workers—for to the very 
farthest removed worker should go 
the message that you hold A Life 
in Your Hands. ne 
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TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
For Full Details Write, Wire or Phone 


| AUDIO-MASTER Corp., » 17 EAST 45th ST., N. Y. 17, N. Y. 
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| COMPLETE MOTION PICTURE EQUIPMENT 
| 


RENTALS 


FROM ONE source 


CAMERAS 
MITCHELL 


16mm 

35mm Standard 

35mm Hi-Speed 

35mm NC @ 35mm BNC 


BELL & HOWELL 


Standard ® Eyemo ® Filmo 


ARRIFLEX 


lémm © 35mm 


WALL 


35mm single system 


ECLAIR CAMERETTE 
35mm © 16/35mm 
Combination 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 
Blimps * Tripods 


LIGHTING 


Mole Richardson 
Bardwell McAlister 
Colortran 

Century 

Cable 

Spider Boxes 

Bull Switches 
Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
2000W-750W 
CECO Cone Lites 
(shadowless lite) 
Gator Clip Lites 
Barn Doors 
Diffusers 

Dimmers 

Reflectors 


EDITING 


Moviolas ® Rewinders 
Tables © Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps * Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera Gnd recorder 


WE SHIP VIA AIR, RAIL OR TRUCK 


ZOOMAR 35mm 


FRANK C ZUCKER 


(+ AMERA QUE 


Dept. S 315 West 43rd St., 
New York 36, N. Y. JUdson 6-1420 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform © Western 
3 Wheel Portable 






Qur Specialty... 
SALESMANSHIP on film 


As scores of top firms can tell you, there's no faster, 
more forceful way to put your message across than 
with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 
commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone or write us about it today! 





HOLLAND-WEGMAN PRODUCTIONS 


Buffalo 2,N.Y 


197 Delaware + 


+ Telephone: MAdison 7411 


























Above: Dr. Baxter and animator 


discuss film technique used to 


show how messages reach brain 


(CONTINUED FROM PAGE 35) 
graphed” through the nervous sys 
tem to the human brain. 

Similar techniques are used to 
explain how the other senses op 
erate. The camera carries the ac 
tion as far as it can, and then 
charts and animation pick up the 
story all with an ease and 
naturalness that heightens interest 
in the central theme. 

Although it deals with a “heavy” 
subject, Gateways to the Mind is 
not a “heavy” film. There are 
touches of light humor in many of 
its animated sequences, but they 
do a deft job of giving substance 
to what would otherwise be an 
abtruse topic, and help to carry 
the story along. 

Shows How Brain Remembers 

One of the most interesting se 
quences in the film is that made 
with Dr. Wilder Penfield, Montreal! 
brain surgeon, who shows that the 
sensations of sight and hearing can 
be experienced without eyes or 
ears. Dr. Penfield explains that the 
brain contains a record of every 
thing ever experienced. By touch 
ing different parts of the brain 
with an electrode, he causes pa 
tients to “relive” such things as 
a baseball game, a song, and « 
railroad station in the snow. 

Another experiment shows what 
happens when an individual is cut 
off from sensory stimulation 
how hypnotic monotony can cause 
illusions and hallucinations. 

Bell Offices Have Prints 

Introduction to the film program 
is by Frederick R. Kappel, pres 
ident of American Telephone & 
Telegraph Company. He re-states 
the Bell System's purpose in un- 
dertaking the Science Series—to 
help science flourish and to stimu 
late the interest of young people 
in scientific careers. 

Gateways to the Mind most ce: 
tainly can be expected to do its 
part in accomplishing this purpose 

Following its television pre 


H4 


Bell Premieres Latest in Science Series: 


miere, 16mm prints of the film are 
being made available to schools 
and other organizations through 
local Bell System offices. 

To insure the accuracy of the 
scientific facts pictured, each film 
in the Science Series is produced 
under the general supervision of 
a Scientific Advisory Board, whose 
members include: 

Dr. George W. Beadle (Biology 
and Genetics), California Institute 
of Technology; Dr. John Z. Bow- 
ers, (Medicine), University of Wis- 
consin; Dr. Paul R. Burkholder 
(Bacteriology and Microbiology). 
Brooklyn Botanic Garden; Dr. 
Maurice Ewing (Geophysics and 
Marine Geology), Columbia Uni- 
versity; Dr. Farrington Daniels 
(Chemistry), University of Wis- 
consin; Dr. George R. Harrison 
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... engineered to 
meet the exacting 
requirements of the 


Audio-Visual profession 


(Physics), Massachusetts Institute 
of Technology; Dr. Clyde Kluck- 
hohn (Anthropology), Harvard 
University; Dr. John R. Pierce 
(Electronics and Acoustics), Bell 
Telephone Laboratories. 

Chairman of this board is Dr. 
Ralph Bown (Engineering), form- 
er vice-president of research, Bell 
Telephone Laboratories; vice- 
chairman is Dr. Warren Weaver 
(Mathematics), Rockefeller Foun- 
dation. 

Special advisors for Gateways 
to the Mind were Dr. George Wald, 
professor of biology, Harvard Uni- 
versity, and Prof. Frederick Cres- 
citelli, professor of zoology, Uni- 
versity of California at Los 
Angeles. 

The Strange Case of the Cosmic 
Rays is scheduled for a_ repeat 


» —- 
. 
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PROJECTION SCREENS BY DA-LITE 


Successful A-V planning demands 
equipment that will take years 
of hard, consistent use! That's why 
you'll want to select a Vidiomaster 
Screen by Da-Lite. 50 years of 
important engineering improve- 
ments are your assurance of 
quality construction features in 
every Da-Lite screen. Choose from mat 
white or ““White Magic” glass beaded 
or the entirely new Wonderlite* 


Lenticular surface which gives superior 
performance even in undarkened rooms. 








WRITE for name of Franchised 
Da-Lite A-V dealer in your area 
who will gladly demonstrate the 
full line of Vidiomaster Screens! 


“The standard by which all 
others are judged” 


Da-Lite 


SCREEN COMPANY 
Warsaw, Indiana 


Dirt 


SERVING INDUSTRY AND EDUCATION FOR HALF A CENTURY 


BUSINESS 


showing on November 23, 1958, 
over a coast-to-coast NBC-TV net- 
work. 

Language Film Is Next 

Next motion picture in Bell’s 
Science Series will be The Alpha- 
bet Conspiracy. Centered around 
the subject of language and seman- 
tics, this production is scheduled 
to have its television premiere over 
NBC-TV on January 26, 1959. 

Topics for the remaining two 
films in the originally-planned se- 
ries of eight have been determined, 
although as yet these productions 
have not been formally titled. One 
will be on the subject of time, and 
how it affects our lives and living; 
and the other on genetics, the 
branch of biology dealing with 
heredity and variations. bed 

o o* os 
Capitol Records Music Library 
Serves Many Film Producers 

The Custom Services Division 
of Capitol Records, Hollywood, 
has over 100 hours of taped music 
available to producers. The music 
is all timed, cataloged by mood 
and cross-indexed for easy refer- 
ence. 

In addition to being on tape, all 
of the same music is available for 
selection on long-playing records 
in the company’s Capitol Tower 
building, a Hollywood landmark. 
Music editors, using the high-fi- 
delity records in either of the two 
music rooms reserved for this pur- 
pose, may select the background 
music desired and then secure it 
on tape for film-master re-record- 
ing. 

Capitol Records’ music library 
is used by many, if not most, of 
the Hollywood filmed television 
programs, as well as many of the 
leading business film producers. 
Additional music is being taped 
and cataloged continuously. y 


* * * 


‘Business Screen” Articles 
Included in New MRB Index 

Designed as a quick reference 
for advertising and sales executives 
to articles and information appear- 
ing in leading advertising, com- 
munications and marketing trade 
journals is a new monthly INDEX 
OF ADVERTISING & MARKETING 
PUBLICATIONS announced by the 
Marketing Reference Bureau of 
San Francisco. 

The publication will collate ar- 
ticles and information under sub- 
ject and category headings, with 
thumbnail briefs and references to 
the original article sources. Busi- 
NESS SCREEN MAGAZINE articles 
will be listed regularly in the IN- 
DEX. Ue 
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EN RAPPORT* 





*That’s Latin for “In Harmony” 


Join the chorus. Producers are 
always harmonizing about Man- 
hattan’s service and quality. Every- 
body’s happy with Color By Man- 
hattan and sound technical = 
creative consultation. It’s all avail- 
able at Manhattan exclusively for 
filmstrip producers. Call today for 
complete information. 








Wm. Schuessler Announces a 


New, Non-Vulcanized 
Glass Slide Shipping Case 





A new high-value, low-cost product worth 
waiting for. Consider these features: 


e Holds 100 2x2 glass slides. 


e Cushioned in 1-inch plastic foam. 


e Heavy non-vulcanized fibre case. 


e Metal corners, heavy leather han- 
die, heavy 1” web strap. 


e All this at nominal cost! 


Manufactured by — 


WM. SCHUESSLER 
361 W. SUPERIOR STREET 
CHICAGO 10, ILLINOIS 





The Picture Parade 


Eastman’s new Ektachrome commercial 
color film was described to members of the 
Industry Film Producers Association of South- 
ern California at their November meeting by 
Ray Grant, motion picture engineer, and John 
Waner, chief color consultant, of the Eastman 
Motion Picture Division. 


* * 2 


The Story of the Pope, a feature-length 
16mm documentary film, has been made avail- 
able for rental or purchase by National Tele- 
film Associates, 10 Columbus Circle, New 
York City. Based on the life of the late Pope 
Pius XII, the film is narrated by Bishop Fulton 
J. Sheen. 


ba * * 


Beyond the Valley, the color documentary 
film produced by John Bransby Productions 
for Esso Standard Oil Company, has been re- 
leased for showings to secondary and college 
audiences. The film is a dramatization of Puer- 
to Rico’s “Operation Bootstrap” program of 
industrial development. A Spanish-language 
version is being shown in Puerto Rico as a pub- 
lic relations film. 

* os * 

The University of Illinois Audio-Visual Aids 
Service—world’s largest educational film lend- 
ing library—has made 113,637 separate ship- 
ments of films and filmstrips during 1957-58. 
Regular use of the a-v aids from the Univer- 
sity was made last year by 2,403 schools, 83 
public libraries, and 1,336 other organizations. 

* * * 

Japan, the first in a new series of adult level 
films on world affairs produced by Julien 
Bryan, has been released for distribution by 
the International Film Foundation, Inc., | East 
42nd Street, New York 17. The film is intended 
for showings to high school, college, graduate 
school and adult groups. It is priced at $250 
sale and $10 rental. 

* * boss 
ve Jack Goetz has joined Consolidated Film 
Industries as public relations director and co- 
ordinator of advertising and sales promotion. 
Most recently he was head of the Alcoa Wrap 
Division of the Alcoa plant in New Jersey. Q 


Follow the Leaders 
IN BUYING TYPE-SET 


TITLES 


In 1957 we served a larger number of pro- 
ducers and did a greater volume of business 
than in any previous year. The reason should 
be obvious: our prices are as reasonable as 
is possible consistent with our high quality. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 





SYMBOL OF 
PROFESSIONAL 


QUALITY 





EMPIRE PHOTOUSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN, 
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SALESMEN GET IN 
STORY GETS TOLD... 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

® Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen’s Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 
with o sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen... .$298.50 


Write for Free Catalog 


| rue HARWALD co. | 


1245 Chicago Ave., Evanston, Ill. 
Phone: Davis 8-7070 





NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





_ EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St 
Boston 16. 


e NEW JERSEY e 
Slidecraft Co., 142 Morris Ave 
Mountain Lakes, N. | 


Association Films, Inc., Broad at 

Elm, Ridgefield, N. ] 
e NEW YORK e 

Association Films, Inc., 347 Mad 
ison, New York 17. 

Buchan Pictures, 122 W. Chip 
pewa St., Buffalo 

Crawford, Immig and Landis, 


Inc., 200 Fourth Avenue, New 
York 3, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 19 


Ken Killian Company, Inc., 725 


i- 


Prospect Ave., Westbury, N. Y 


S. O. S. Cinema Supply Corp., 

602 W. 52nd St., New York 19 
Training Films, Inc., 150 West 
54th St... New York 19. 


Visual Sciences, 599BS Suffern 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22. 
J. P. Lilley & Son, 928 N. 3rd St.. 

Harrisburg. 
Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143. 


e WEST VIRGINIA e 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6 
6731. 


SOUTHERN STATES 





e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e« 


Colonial Films, 71 Walton St., 
N.W., Alpine 5378, Atlanta. 





e LOUISIANA e 


Stanley Projection Company, | 117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Povdras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE. 9-3391. 


e MISSISSIPPI e« 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldy., Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


\ssociation Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
l 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
1] 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e« 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Davton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


400 West 





WESTERN STATES 





e CALIFORNIA e 


LOS ANGELES AREA 

Clausonthue Audio Visual, Sales 
and Service, 945 S. Montezuma 
Way, W. Covina. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lvwood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc., 829 S. 
Flower St., Los Angeles 17. 

Phone: TR. 8664. 


S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 
Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 






BUSINESS 


Reeves Sound Studios, Inc. 
Observes 25th Anniversary 

vx Reeves Sound Studios, Inc., of 
New York, celebrated its 25th An- 
niversary at a cocktail party at the 
Waldorf-Astoria, on October 3. 

The firm, originally located on 
Broadway, moved to its present 
location at 304 East 44th Street 
in 1947 and has since grown into 
the largest sound service studio in 
the world. Over 900 organizations 
in diverse fields use these facilities. 
The company claims to record over 
80% of all the television commer- 
cials produced, and to be now the 
greatest user of sound recording 
film in the world. iy 

* * eo 

Viewlex Plant Scenes Included 
In “Big City” Filmstrip Series 

* The plant of Viewlex, Inc., 
Long Island City manufacturer of 
slide projectors and audio-visual 
aids, was selected as a site for part 
of a filmstrip series, Big City, 
U.S.A., prepared for school civics 
and geography classes throughout 
the country. 

Purpose of the Big City series, 
produced by Eye Gate House, Inc.., 
is to illustrate to elementary school 
students the complexities of city 
life in the U.S. Scenes made in the 
Viewlex plant are included in the 
filmstrip titled Big City Workers. 

Viewlex operations shown in 
the filmstrip include the company’s 
modern facilities, its precision op- 
tical work and rigid quality control 
system, and the packaging opera- 
tion which insures against damage 
to precision equipment in transit. 





For 16mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 





SCREEN MAGAZINE 












ISCHER 





‘PH OTOGRAPHIC LABORATORY 


COMPLETE 16MM COLOR AND 
BLACK & WHITE MOTION PIC- 
TURE LABORATORY SERVICES 
INCLUDING SOUND RECORDING 
. « » better equipped than ever 
to serve you in our new modern 
plant. 


@ Developing 

@ Ink edge numbered work prints 

@ Editing assistance of all types 

@ Conforming and A-B roll preparation 

@ Optical printing 

@ Narration, music and special 
effects Sound Recording 

®@ Exposure corrected answer prints 

@ Release prints 





We have earned the confidence of our customers 
through fitting our service to their individual needs 
and in turning ovt finer motion pictures. May we 
help you on your next production? Write today for 
our latest price list. 











PHOTOGRAPHIC 
LABORATORY, inc. 


6555 NORTH AVENUE, OAK PARK, ILLINOIS 
EUctio 6-6603 








FOR SALE watt caneras 


WITH COMPLETE SOUND OUTFIT 


Includes: Modulite Galvenometer, Amplifiers, 
2 Magazines, 4 Lenses—35mm Variable Area 


SPECIAL PRICE: $2,500.00 
ALSO: OTHER 35mm WALL CAMERA 


(Without Sound) 


Complete with 12 volt motor, 4 lenses and 2 
magazines. 


PRICED AT $1,200.00 
CAMERA EQUIPMENT CO., INC. 


315 West 43rd St. New York 36, N. Y. 






















@ Reversal 
@ Negative 
@ Positive 
@ A &B Roll Printing 
@ Peerless Treatment 


nic 
LABORATORIES INC. 
WELLESLEY HILLS, MASS. 





SERVI 
P.O. BOX 7 
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The Commercial Newsreel 


General offices of Raphael G. Wolff Studios, 
Inc., have been moved to the company’s stu- 
dios at 1714 North Wilton Place, Hollywood 
28, California. The move will integrate admin- 
istrative and production facilities under one 
roof, and make for a more efficient operation. 


The General Electric Home Appliances thea- 
tre-screen advertising program of 1959 will 
consist of 18 films. Produced by G-E for its 
dealers throughout the country, the screen 
commercials, in Eastman color, will cover re- 
frigerators, freezers, room air conditioners, 
dishwashers, unit kitchens and electric ranges. 


The New Age of Architecture, a 42-minute 
documentary film produced by Transfilm for 
ARCHITECTURAL FORUM magazine, is available 
on free loan to tv stations through the Ameri- 
can Institute of Architects, 1735 New York 
Avenue, N.W., Washington 6, D. C. 


More than 600 U. S. Government films and 
filmstrips selected as teaching aids for schools 
and colleges are described in a new free cata- 
log issued by United World Films, Inc., Gov- 
ernment Dept., 1445 Park Avenue, New York 
29. Copies of the catalog are available from the 
distributor on request. 


STATEMENT REQUIRED BY THE ACT OF 
AUGUST 24, 1912 AS AMENDED BY ACTS 
OF MARCH 3, 1933, AND JULY 2, 1946 
(Title 39, United States Code, Section 233) 
SHOWING THE OWNERSHIP, MANAGE- 
MENT AND CIRCULATION OF 
Business Screen Magazine, published eight times annually 
at Chicago, Illinois for October 1, 1958. 
1. The names and addresses of the publisher, managing 
editor, and business managers are Editor, «). H. ¢ lin, Jr 
7064 Sheridan Road, Chicago 26, Illinois. Managing editor 
Theodore Quinn, 7064 Sheridan Road, Chicago, Illinois 
2. The owner is: (If owned by a corporation, its name and 
address must be stated and immediately thereunder the 
names and addresses of stockholders owning or holding 1 
percent or more of total amount of stock. If not owned 
by a corporation, the names and addresses of individual 
owners must be given. If owned by a partnership or other 
unincorporated firm, its name and address, as well as that 
of each individual member, must be given.) Business Screen 
Magazines, Inc., 7064 Sheridan Road, Chicago 26, Illinois 
O. H. Coelln, Jr., 7064 Sheridan Road, Chicago 26, Illinois: 
Robert Seymour, Jr., Box 398, Southhampton, New York; 
Dale McCutcheon and Catherine Baker, Evanston, Illinois 
$3. The known bondholders, mortgagees, and other security 
holders owning or holding 1 percent or more of total amount 
of bonds, mortgages, or other securities are: None 
4. Paragraphs 2 and 3 include, in cases where the stock- 
holder or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee 
is acting; also the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the circumstances 
and conditions’ under which stockholders and security holders 
who do not appear upon the books of the company as trus- 
tees, hold stock and securities in a capacity other than that 
of a bona fide owner 


O. H. COELLN, JR., Publisher 
Sworn to and subscribed before me this 18th day of October 
1958 ARTHUR J. DORSEN 
(SEAL) (My commission expires March 19, 1962) 








; A long-haul pipeline company, ; 
; facing public ill-will due to : 
: unsatisfied demand for more fuel, ; 
; used a film to tell three million : 
: people what it was doing to ease } 
; the shortage. The film was : 
: written by... ; 


Film Scripts Associates * 


FIFTH AVENUE @ NEW YORK 


Z PT 


1958 








We are preparing research in 


the new field of 


Subliminal Perception 


Commercial and industrial film 
clients who are interested in pro 
ducing a motion picture using this 
technique and sharing the scien- 
tific and promotional results are 
invited to contact: 

Herschell G. Lewis, PhD. 

Lewis & Martin Films Inc. 


1431 N. Wells — Chicago 10, III 
WHitehall 4-7477 





@ MOTION PICTURES 


@ FILMOGRAPHS 

@ SLIDE FILMS 

@ SLIDES 

@ TRAINING COURSES 
@ TRAINING GUIDES 
@ FLANNEL BOARDS 


@ TV COMMERCIALS 


254 WEST 54th STREET, N.Y.C 
COlumbus 5-7620 














MOVIOLA 


FILM EDITING EQUIPMENT 
16MM - 35MM 












PICTURE 
SOUND 
Photo and 
Magnetic 
SYNCHRO- 
NIZERS 

@ RO WINDERS 


One of the 


Moevieles for 
picture 
sound 


Write for 
Catalogue 


Dept. 8 


MOVIOLA MANUFACTURING CO. 
1451 Gordon St. @ Hollywood 28, Calif 




















FOR SALE 
BELL & HOWELL 


35mm to 16mm 


Reduction Printer 
@ Like New 
@ Fully Guaranteed 
@ Price Reasonable 


CAMERA EQUIPMENT Co., Inc. 


315 West 43rd Street 
New York, N. Y. 








SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 
laboratory services. Color printing 


and lacquer coating. 


ESCAR 


Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 





Television Stations Viewpoint on PR Films: 


(CONTINUED FROM PAGE 27) 


popular for public service films, as 
far as tv stations are concerned. 
An analysis of 10,000 telecasts 
arranged by Modern Talking Pic- 
ture Service shows 71.79% in the 
afternoon, 24.69% at night, and 
only 3.52% in the morning. 

An average of 3.7 hours a week 
is devoted to public service film 
showings by the 359 tv stations 
answering the Fosdick survey. 
Screening time averaged 1.9 hours 
in the Monday-through-Friday pe- 
riod, and 1.8 hours on Saturday 
and Sunday 


More Showings on Week Days 

However, week-days have much 
more open time on tv for these 
films than week-ends. While 
40.8% of the stations reported 
that they showed from two to more 
than four hours of public service 
motion pictures from Monday 
through Friday, only 24.6% used 
more than two hours of their time 
for these films on Saturday and 
Sunday. In fact, 42.5% of the 
stations limited their week-end 
public service film showings to less 
than an hour. 

About 92% of the tv program 
managers said they received films 
they didn’t ask for; and about two- 
thirds of them said these unsolic- 
ited shipments were more of an 
annoyance than a help. 


Stations Like Film “Series” 

Stations like films they can show 
as a series. The idea of a group 
of related episodes of interest to 
women, sportsmen, etc. drew a 
“yes” from 78.8% of the tv direc- 
tors answering the Fosdick survey. 
A minimum of 13 such episodes 
to a series was preferred by 69.5% 
of the respondents, with 37.7% 
favoring half-hour and 34.5% 
quarter-hour film lengths. 

Helpful suggestions for sponsors 
with tv ambitions for their public 
service films are included in the 
specific comments by film direc- 
tors as to what they look for in 
the films they telecast. About 58% 
of the respondents (211) took the 
time to point out their prefesences, 


and to mention tv taboos that 
should be avoided. 

In subject matter, sports were 
far and away the most popular. 
Some of the comments were: 

“We need more good sports 
films badly. Also, a producer kills 
his film with an overload of com- 
mercial reference.” 

“More how-to-do-it fillers are 
always valuable to our viewers.” 

“We frequently use films on 
National Holidays, so it would be 
nice to have more films pertaining 
to these days either in the histori- 
cal or documentary type.” 

“Repetition of subject matter is 
too prevalent among some firms. 
Story lines could improve, using 
more humor and animated car- 
toons.” 

“Some of these films are pretty 


dry——need more action. Sports 
hims are a big hit.” 
“More films covering news 


events and research developments 
—i.e., satellites.” 
Emphasis Is on Quality 

Comments regarding production 
techniques included: 

“Entertainment value must be 
stressed. Good animated films al- 
ways get on the air.” 

“Keep high production stand- 
ards in the making of the films— 
this will automatically make inter- 
esting presentations.” 

“Stick to quality film producers, 
and try not to do a film too cheap- 
ly. If a free film is worth any 
money to the sponsor—then it 
should be done as well as possi- 
ble.” 

“Put more of them in story form 
instead of facts.” 

“More dramatic openings. They 
all appear to start the same.” 

“More animation. More acting 
and action and less documentary 
narration.” 

“Keep narration off camera and 
cut speech-making to minimum.” 

“A series of films without the 
narration. Acting done by pro ac- 
tors and put in story form.” 

“Subject matter treated more 
entertainingly and without the tra- 
ditional documentary approach.” 














P R 0 F E S S I ©) N A L 
@ FADES specialized titles OPTICAL EFFECTS 
@ WIPES 35 & 16mm 
@ MATES RAY MERCER 

@ INSERTS & co. CinemaScope 
@ DISSOLVES eS tA O01 Pewee 19 28 B&W or Color 
@ SUPERIMPOSURES 

@ TRICK PHOTOGRAPHY Send for Free Special Effects Chart. 

@ ANIMATION 4241 NORMAL AVE., HOLLYWOOD 29, CALIF. © NOrmandy 3-9331 








Commercial content of public 
service films was a point which 
many tv film directors said kept 
these films off their own stations. 


Many Films Too Commercial 

“Progress has been made, but 
many films are still too commer- 
cial,” one respondent said. “Elim- 
inate commercialism under the 
guise of public service,” another 
commented. Other opinions: 

“Keep the commercial content 
down. We have rejected many ex- 
cellent free films because the spon- 
sor tried to show every product 
he manufactured in the last minute 
of the film.” 

“Remember we screen all films. 
Overly commercial ones not only 
don’t get run—they create very 
bad p.r. for source and distribu- 
tor.” 

“Limit commercial content to 
shots of product rather than in- 
tegrated commercial.” 

“P.R. films will carry just as 
much good will with a minimum 
of ‘commercial’ as with heavy 
handed pitch.” 

While quarter-hour and _half- 
hour public service films are al- 
most equally popular for tv pro- 
gramming, station directors said 
they found too much variation in 
time length in the films sent to 
them for screening. 

Most acceptable lengths were 
13:30 to 14:30 for a quarter- 
hour film, and 28:30 to 29:30 for 


a half-hour production. “We 
can’t use these 23 and 37 minute 
films,” one film director said. 


“Eighteen or 32 minute films are 
useless,” another commented. “A 
‘15-minute’ free film should run 
about 13:30, not 11:00 or 
15:10,” was still another’s com- 
ment. 

To gain wider audience appeal, 
some tv film directors suggested 
that sponsors of public relations 
films should make them “interest- 
ing to the whole family.” 

“Up-date these films,” another 
suggested. “Most films we re- 
ceived were taken in 1945 to 1950. 
We know it, but the public tells 
us about it.” 

Public relations films “should 
be short, educational and of gen- 
eral interest to viewers of all ages, 
as well as entertaining,” one re- 
spondent remarked. “Thev should 
be kept general—technical or de- 
tailed points narrow audience 
appeal.” R 
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Ep. Note: For a complete copy 
of the survey, write Modern Talk- 
ing Picture Service, Inc.. 3 E. 54th 
St.. New York 22, N.Y. 








EASTMAN COLOR 


EVELOPING 35MM (5248) COLOR NEGATIVE 

DEVELOPING 35MM (5253) AND 16MM (7253) INTERMEDIATES 
35MM A VE COLOR PRINTING 

16MM CONTACT AND REDUCTION ADDITIVE COLOR PRINTING 


INTERNEGATIVES 16MM (7270) FROM 16MM KODACHROMES 
BLOW-UPS FROM 16MM KODACHROME TO 35MM COLOR 
KODACHROME SCENE T NE COLOR BALANCED PRINTING 
35MM COLOR Fiiy NTI 











Ni 


COLOR CORPORATION 


MOVIELAB BUILDING + 619 W. 54th ST NEW YORK 19, N. Y. « JUDSON 6-0360 





yy Dramatizations 


“bucky You: 


While its delightfully funny characters are 


helping to save young lives, “Lucky You” builds 


good-will for The Coca-Cola Company. 


Skillful blending of animation and real life 


provides a motion picture that does its work 


as no other medium can. 


For professional assistance in dramatizing 


your story and making it entertaining — 


7é YAM HANDY Onpenspation 
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Y¥ Visualizations 


yy Presentations 


* Awarded First Prize by the National 
Visual Presentation Association 


Produced with the approval and cooperation 
of the National Safety Council 


Endorsed by the Commission on Safety Education 
of the National Education Association 


yy Motion Pictures vy Slidefilms 


yy Training Assistance 





